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NATIONAL VOICE 


In Parents’ Magazine 
and in Farm Magazines, 
the mothers and teachers 
of more than 
8,000,000 youngsters 
will see our advertisements. 
Sell TINGLEY RUBBERS 
and BOOTS 
with school shoes, 
before 
the Fall rains 


set in. 


TINGLEY 


AND REMEMBER! You A 

make more money because... RUBBER CORPORATION SERVICE uneav 
iT 7 

ecco xn cgagraie 903 ROSS STREET © RAHWAY, NEW JERSEY PARENTS, 


ter fit than 46 sizes in any Established 1896 fg a 
lined rubber footwear. FRTISED -- 


RUBBER FOOTWEAR FOR CHILDREN e ‘ e MECHANICS FARMERS 





Record 
breakers _ 


SO 


On men’s as on women’s casual footwear, Vulcrepe soles are 


riding the high tide of fashion...and sales. Ask for samples ! 


Cat's Paw Rubber Co. Inc. Baltimore 30. Md In Canada Cat's Paw-Holtite Rubber Co. Ltd . Drummondville, Que 


we & 
by CAT PAW : 
as featured on Iaslor: Made Shoes and other famous brands 





America’s LARGEST SELLING 
Children’s Rubbers 


@ EASY ON—they STRETCH 

® No Lefts or Rights to confuse 

@ ANKLE-HIGH PROTECTION—not cut 
down at sides. Compare 

@ WEAR 100% FACTORY GUARANTEED 


Red or Brown (Sizes 3-91) 
(Sizes 9 to 3) 
(Sizes 21/.-6/) 


NEW THERMIC Boot-‘‘totes”’ 
Rugged! All Rubber! Warm! 
No plastic. Won't stiffen or 
peel. Won't rub ankles or legs. 
Colors: Red or Brown. 


Priced for Volume $ ]-98 


(Sizes 6 to 12)... Retail 
(Sizes 12 to 3) ... .$2.69 ret. 


NEW MARXIE-‘‘totes’’ for 
Women! Smart new SIDE BUT- 
TON styles with tapered toe. 
PURE RUBBER in SEE THRU 
SMOKE or Jet Black. 


Sizes Small, Medium, 
Large. Styles for all 
heel shoes. 


Suggested $ 2-98 


Retail Retail 
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In The Next 90 Days 
SHOE MEN WILL SELL... 


Wkb,L ue 
LL 


‘oles 


Be ready...don’t miss this 
important extra Business! 








Mail the coupon below to get FREE DISPLAY 
BAR, DISPLAY POSTERS, NEWSPAPER AD MATS, 
AND THE STOCK YOU NEED FOR FALL. 


BEAT LAST YEAR! Suggest ‘‘totes’’ with every 
pair of Children’s shoes. When ONE out of 
THREE buys ‘'totes’’ with’shoes . . . you increase 
your total children’s business by 14%. 


WANT MORE TRAFFIC? Run ‘totes’ news 


paper ads... we pay ‘2 cost! Just send us 


tear sheet and bill for space 


by 88 Wholesale Distrib 
IN STOCK . dues _ 


MAIL TODAY to your "totes" wholesaler or 
So-Lo MARX RUBBER CO., Loveland 7, Ohio. 


Yruenm | 
( ) Attached order is for 48 
pairs of Children’s ‘totes’ or 
more. Please rush free display 
bar, ad mats and posters for 


styles I've ordered. 











From deep, midnight blacks . . . to soft, twilight 
sheens . . . DURALENE Black Finishes look right, 
feel right, and flex right. They add to leather that 
DURALENE LOOK — a rich character-building 
lustre that “stays up,” lasts longer. 

With the continuing trend in black, the trend is to 
DURALENE. 

If you’re making men’s dress or casual blacks — set up 
a trial date with DURALENE Finishes. . . the 

eye appeal, buy appeal finish that builds ‘‘sell”’ 
into every pair of shoes. 


DURALENE® 


A product and registered trademark 
of the B B Chemical Co. 


Distributed by BSHOE MACHINERY CORPORATION 
BOSTON, MASSACHUSETTS 
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LEVOR 


COLORS 


ARE IN 
HIGH FASHION 


NO OTHER TANNERY IN AMERICA 
SERVES SO MANY FASHION 
TRADES. LEVOR COLORS ARE 
CO-ORDINATES IN EVERY SENSE. 


BOOTH 75 at the LEATHER SHOW. 
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Get the PROFITS... 


: a get Y * . 
The latest lasts mean newest styles * * 
, ‘ + 
. .. plus lasting quality 
always from Ed White Junior. () LI () S 


GINA LYN—New Italian Throat—Filigree Bow—Oak Bend Leather SPORTSTER—Saucer Saddle 
Sole—New Pointed Toe. 840-39 White Softee Kid 
842-39 Brown Calf. 843-39 Flame Red Calf 
844-39 Flight Blue Calf. 846-39 
Black Calf. 849-39 Black Kid 
Suede 


Cushion Crepe Sole — Semi 
Pointed Toe. X870 Black & White 


AAA 5-10 
AA 4-10 
B 3'/,-10 
$3.60 


. : EASY—One Eyelet Tie & Plug with Egg Heel—Oak Bend Sole 
BONANZA—Hooked Tie with White Sole—New Pointed Toe New Pointed Toe. X901 Black Tandem & Black Camb 


X790 White Buckgoat—Brass Hooks. X793 Red Lura Plug & Heel Part. X903 Sherri-Red Tandem & 
Cambi-Lure—White Hooks. X797 Green Plush Black Cambi-lura Plug & Heel Part. X908 
Pig Brass Hooks. X798 Nugget p : 


Brown Tandem & Brown Cambi-Lura Plug 


>) Plush Pig—Brass Hooks % Heel Par pee al 


X799 Black Cambi- 
Lura—White 
Hooks. 


=e) 


Smee 


N 


Ss J 


ee JAGUAR—Glove 


GAYTIME—Faille Lined Round Throat Pump—Gold Stickpin or X860 Greige (Beige) Camb 
Matching Leather Base—Chrome Leather Sole—New Pointed Toe X862 Golden Brown Camb 
X111-42 Black Patent. X113-42 Red Plush Pig White Buckgoat. X869 
X116-42 Black Glazed Kid. X117-42 Gray Kid Black Cambi-Lura 
: Suede. X118-42 Black Calf. X119-4? 
Black Kid Suede 


AAAA 6-12 

AAA 5-12 ; = 

AA 4-12 Sizes 3'/2-10: $4.00 Sizes I1'/2-12: 4.75 
B 3!/2-12 Sizes 10'/2-11: 4.50 


Over 190 styles in stock LET OUR SHELVES BE YOUR IN-STOCK DEPARTMENT 
for immediate delivery Orders in today are out today! 


STYLE QUALITY ¢ PRICE «+ SERVICE 
NLL LOE OLE EERE EL SOE, LIL IIEREEE REDE EELELG F EE 
MANUFACTURERS 
Shut Company PARAGOULD, ARKANSAS 


HES 





ULB SOLO INT EE ONY GE TS ES OIE 5 ICLEDEL AE Lih,: REEL LON 


LOS ANGELES: M. S. Rifkin Shoe Company, 759 So. Los Angeles St. SALES OFFICES NEW YORK: 933-35 Marbridge Building, 47 West 34th Street 
SAN FRANCISCO: Kaye & Tieso Shoe Company, 51 First Street ST. LOUIS: Room 132, Merchandise Mart, 10th & Washington 


ALL MADE IN OUR OWN MODERN FACTORY —PRICES SLIGHTLY HIGHER WEST OF DENVER 


August |, 1958 








Folks Are All Eyes... 


... the minute they see the 
beautiful new Fall line of 














SHOES FOR CHILDREN 


EBY SHOE CORPORATION © EPHRATA, PENNSYLVANIA 


New York City Sales Office: 463 Marbridge Building 
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Another famous name now has 
that Airfoot feeling! 














These light-stepping lovelies are Alexa and Azure — two new 
REVELATIONS by Desco Shoe Corporation, New York. 
Their style and first-feel captures new business, their lasting ff” ™~ 
comfort builds repeat business. You see: they’re cushioned with Q € _ nd 
Airroot, heel, arch and insole —and Atrroor has never let  — * 
anyone down! HOW DESCO CUSHIONS Fad 
BETTER WITHOUT 
OTHER IMPORTANT AIRFOOT ADVANTAGES: ADDING BULK: ALEXA 
LIGHTER-FOR-DENSITY—yet thinnest layer stands up! iu : sisi Sea Revelations by 
: rae x ee : ind "comeback" ratio of DESCO 
CONTROLLED AERATION—“breathes” without forming weak spots AIRFOOT achieve 
UNVARYING SUPPORT —instant comeback for life of shoe! mfort int pace.Tt 
PROVED QUALITY—vears in development, years in use applica piel AZURE 
- r ; n without npr Revelations by 
NOTE TO SHOE MANUFACTURERS: For samples and applica B vatyle DESCO 
tion information, contact: Goodyear, Foam Products Division, Akron 
Airfoot—T.M. The Goodyear Tire & Rubber Company, Akron, Ohi 


16, Ohio. 


MADE ONLY BY 


nena 


WORLD'S FIRST, FOREMOST AND FINEST FOAM FR 








ED PECIF A Y F R FOOTWEAR 
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Big profits in dry feet... 
with SHOE SAVER 


He Cow Coming. SILICONE Liadetr Fatatnatlive tnd Wilt Kgaeltore- 
| a | j ga ® 


. , ~ Offer your customers the best way known 
} to keep feet dry and shoes comfortable 
. . . SHOE SAVER .. . then watch the 
extra money roll in! SHOE SAVER offers 
a big 40% profit . . . sells fast because 
everyone who walks into your store is a 
natural prospect for this easy-to-apply 
silicone that protects footwear. Just 
display SHOE SAVER on your coun- 
ter — mention it to your customers — 


and cash in! 

4 oz. bottle . . . . retail $1.00 
(packaged in attractive counter display carton) 

12 oz. can... .. retail $1.95 






Check these bakers dozen 


bonus deals 


4 oz. bottle or 12 oz. can 


One FREE with each 
FREES dozen of same 


Attractive new counter displays 


depict SHOE SAVER doing its job FOR LIMITED TIME ONLY! 


during all seasons on different types 
of footwear . . . hunting boots, ski 
boots, golf shoes, dress shoes. Tie- 


in perfectly with SHOE SAVER’S nations)! 
national advertising. Additional Y POST 


d ised 
point-of-sale aids also available at advertise 
no charge. consistently! Field ¢ Stream 


SHOE SAVER advertising in fore- 
most national magazines con- nw 
ae tinues to pre-sell your customers. tguit— 
Dow Corning Get the most out of this promo- 
eT iitetelal 7 4 . ° 
tion . . . display SHOE SAVER — - 
CORPORATION prominently. Order from your val 
MIDLAND, MICHIGAN findings distributor now! A 
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new seasonal 
counter displays 








\ / 


WHEN /N DOUBT Beat 


SHOE 


| ALWAYS CALL ON MANUFACTURER 
BECKWITH-ARDEN 











FOR OVER FIVE DECADES NOW. Beckwith’s research laboratories have been 


concentrating on new formulas and improved processes for producing Better Box ‘Toes 


GUESSWORK IS TABOO AT BECKWITH-ARDEN all of Beckwith-Arden’s box 
toe materials are subjected to the most rigid tests for Quality, Efficiency of Operation 


and Comfort plus Durability in Actual Wear. 


THESE ARE BUT TWO OF THE REASONS WHY the smart shoe manufacture: 
places complete confidence in Beckwith-Arden to anticipate and fulfill his box toe 


requirements ee, whatever they may be. 


“batt fdr 


203 Arlington Street - Watertown, Massachusetts 


SUBSIDIARIES: Beckwith Mfg. Co., of Wisconsin — Milwaukee * Beckwith Box Toe, Limited, Sherbrooke, PQ, Canada 
Victory Plastics Co., Hudson, Mass. * Safety Box Toe Company, Boston, Mass. * AGENTS: Wright-Guhmon Co, St. Louis, Missour 
Dellinger Sales Co., Reading, Po. © The Geo. A Springmeier Co, Cincinnati, Ohio © Factory Supplie., Inc, Milwoukee, Wis 








Get extra sales gain 
from the sole that’s earned 


a name for quality... 


® 


You get much more than a fine sole when you specify Cush-N-Crepe! 

You capitalize on the selling power to America’s original cellular sole* . . . you 
put to work, for your greater profit, the consumer appeal in Cush-N-Crepe’s 
distinguished styles, buoyant comfort, bonus wear. 


Enjoy the sales gain that a name famed for quality brings —- Cush-N-Crepe 
the trusted solemark that helps make the sale, 

that satisfies the customer, that builds solid repeat business. 

*Reg. U. S. Pat. Off. 


not on all shoes... just the best ones 


Double Dividend 


Cash in by tying in with this Cush-N-Crepe advertise- 
ment in the September issue of ESQUIRE. Reap a harvest 
of sales this Fall from the back-to-school crowd shopping 
for the Cush-N-Crepe comfort they’ll read about in 
Esquire’s College Fashion Guide booklet, hep what-to- 


eve bum oF- Bele Lelele) am ent- bi (cle Mm ROMMROLOMMelelerct-beleMmcintle (sso ach 


AVON SOLE COMPANY « Avon, Mass. 
HIGHEST QUALITY SOLES for 48 years 
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presents a bright new fashion Star... 
the tapered toe pump... 


soft and wonderfully flexible coe 





Lt abenrn'ol 4 
//, i) 1/ /) i 
hy (yah [ 

+516 Basque Red, * 3390 Benedictine and Black... 


by Cellini Shoes, Inc., Philadelphia 22, 


E. Hubschman & Sons, Ine. Philadelphia 23 


Fashion i hice: Empire State Building, New York 1 





WITH THIS 


: taylor 


m ad C 


PROMOTION 


you can 
offer the 
greatest 
fine shoe 
value 

in your 
town 


Read the costly 
construction details of 
this fine shoe. They tell 
the story of Taylor’s 
dominant value-giving 
at a glance. This 
promotion will break in 
the October 4 issue of 
THE NEW YORKER. 
Why not write, wire 

or phone collect today 


for complete information? 


E. £. TAYLOR CORP., Freeport, Maine 


August |, 1958 





This advertisement will appear in THE NEW YORKER—OCT. 4 





we intend 

to tempt 

you... 
irresistibly! 








You get the magnificent \azmues 
shoemaking and choice { aylo I 

i i€ ) ; 
materials of a $25 shoe 7 

e t 

Two of the world’s choicest tan- qi 
nages are used in‘‘The Imperial’”’. 
In black, it comes in sumptuous, imported ‘‘Odin”’ calfskin, made to a 
rare old German formula. In brown, it is offered in imported ‘‘Harra’’ 
calfskin, a texture of unique softness and subtle character achieved 
through a maximum of handwork. Such elegant leathers are treated with 
the respect they deserve in this fine shoe. 
. FOR DISTINCTION, a custom pattern in restrained good taste was selected 
> FOR WONDERFUL FIT, a custom last of proven superiority was specifie 
© FOR LUXURY, quarter linings of kidskin were used 
o FOR EASE over the instep, chamois-lined tongues were added 
> FOR EXTRA STRENGTH, all upper stitching was done with silk thread 


> FOR COMFORT, a custom moulded shank with a flexible cushioned fore 


Taylor of Maine demonstrates its value-giving in the strongest possible way — by offering 


America’s greatest men’s fine shoe value at 1 li 


PS 
(lel: Mad You'll find it at your Taylor merchant now or write E. ylor ( Dept. UN, Freeport, M 


Lawrence Melgo 1s tanned twice 


Laconians’ new boys’ and 4 
valu 


young men’s shoe with the popular stitch and turn vamp. Black or tan. An outstanding 
in both good wear and good looks. 


Lawrence Melgo is tanned twice with boys’ shoes in mind! It’s tanned once to withstand 


rough and tumble, tanned once to take a fine Sunday polish every day of the week. Lawrence 
Melgo — tanned twice to bring you man-sized sales in boys’ shoes. 

Other “tanned twice’ Lawrence leathers are FINA and KEENA. A. C. Lawrence Leather 
(o., a division of Swift & Company (Inec.), Peabody, Mass. 


r & V LC? _ lAclao ... the better part of better shoes 
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Firstimpressions 
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—*Windows are the first impression of a store and 
what it offers,” says Dana O’Clare, display con- 


sultant. 


—“It is therefore vitally important that this im- 
pression shall reflect the tempo of the store 
within, and while doing so, help sell the mer- 
chandise on display as well as the store’s per- 
sonality. 

—“Ofttimes a store window is beautiful and extreme, 
while inside the store everything is old-fashioned 


and stodgy. 


—“Windows should stimulate the passerby and 
make him WANT to go INSIDE the store; but 
once inside, that same psychological magnetic 
force should continue its impressions. 


“Window displays can portray a store’s person- 
ality by developing a definitive style or person- 
ality of their own. Then the personality of the 
windows becomes a strong feature in the over-all 


personality of a store. 


“Naturally, a definitive display style is difficult 
to develop. Consistently GOOD windows are a 
creditable and rare achievement . . . consistently 
good displays presented in a unique fashion are 


even more rare. 


“But such style and personality development is 
worth striving for... Obviously, the display man 
must be a good artist and know color, design and 


fashion. 


“He must also possess large chunks of plain com- 
mon sense and imagination. His constitution must 
be strong and he should be impervious to over- 
wrought buyers. He must be willing to cooper- 
ate with the policy of the store and carry out 


€. Bo Tartans th, 


Publisher 
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its themes. 
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be Nimble! 


Your sales will JUMP when your 
customers see this ad in 
4-color in Parents’ and 
Modern Romances. We have free 
Counter Cards and newspaper mat ad 
to help you tie-in with this ad timed 
for Back-to-School Promotion. 


PARENTS’ August Back Cover 
MODERN ROMANCES September Third Cover 
(both in 4-color) 
4-color statement enclosure available 


STOCK THESE FEATURED 


out-in-front sellers! 


3-Eyelet Raglan 
in black or brown 
sizes: 82-12; 
122-4; 4-7 


Swivel Strap 
in brown, 
black, red, grey 
sizes: 8'2-12; 12'2-4; 4-7 


NOTE! Both these styles come in popular 
pre-teen sizes 4-7 


VAISEY-BRISTOL SHOE CO. 


Monett, Mo. 








STYLE NO. SsSBs 


ENDICOTT A) JOHNSON 


A Famous Family 

n Shoes 
»tt Johnson Corporation 
Endicott 1,N.¥Y 


* 
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FOR 
CHILDREN 


fast because of their many selling features: Famous Guide-Step 
principle in some styles, Permacounters that won't break down, Pacifate 
linings, nylon thread throughout. E-Jays are styled for kids... priced 

for parents... profitable for you at $5.95 to $6.95 


Nationally 


© P 
i JAYS 4 mss~9\ advertised 
ae in PARENTS’ 


E-JAY GUIDE-STEPS 


Kids love them . . . they get the nod from Mom . . . you move them 


SIyle NO. 2492 
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Editorial 





The Kennedy-lves Act 


MPLOYER groups and several national trade as- 
sociations are disturbed at the implications for 


ee 


business of the Kennedy-Ives “Labor Manage- 


ment Reporting Disclosure Act of 1958.” 
17th. 


groups have been particularly strong in their denounce- 


The Act passed the Senate on June Retailing 
ment of certain vaguely written and misleading sections 
of the act. Small business sees dangerous hazards and a 
“reasonable which have 


Act. 


These trade groups find the Act not only to have been 


general relaxing of restraints” 


been imposed on labor by the Taft-Hariley 
loosely written, but to contain “sleepers” which would 
deprive labor of free choice in determining whether or 
not they want union affiliation and which would penalize 
employers for granting wage increases under certain un- 


defined conditions. 


No Public Hearings 
The trade organizations object to the procedures under 
which the Act was written in the confines of committee 
after hearings were over. and to the fact that the Act 
was never made the subject of public hearings. 


The Kennedy-Ives Act, 


eration, 


says the American Retail Fed- 


which was “intended to eliminate racketeering 
in labor unions. and promote union democracy” is “a 
cure that well may be worse than the disease.” 

The Federation. which represents 38 state-wide and 31 
national retail associations. representing some 800,000 
retail outlets in the United States. is urging its member- 
ship to demand that the bill be committed to the House 
Labor Committee for careful scrutiny and open hearings 

The National Small Business Men’s 


Special Labor Bulletin has alerted its membership to the 


Association, in a 


possibility that an attempt may be made to by-pass th: 
may be sent 
NSBMA has adopted 


the attitude that the defects in this piece of legislation 


House Labor Committee. and that the Act 
directly to the floor of the House. 


are so numerous that no action would be preferable. 
The background of this volatile situation, particularly 
The Me- 


Clellan, or Senate Select Committee on Improper Activi- 


in its relationship to retailing, is briefly this: 


lies in the Labor or Management Field. in its interim 
report last March, found that legislation. in addition to 
the provisions of the Labor Management Relations Act. 
was needed to control the activities of management and 
its agents in so-called attempts to interfere with and 
coerce their employes. 
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The McClellan that 


middlemen flitted about the country on behalf of 


Committee found “management 
em- 
ployers, interfering with, restraining and coercing em- 
ployes in the exercise of the right to organize and_bar- 
gain collectively.” . . . “Apparently they have been parties 


to bribery and corruption, as well as unfair labor pra 


tices,” read the Committee report. 

The Committee believes that existing law is not ade 
quate to deal with such activities, because the middle 
man cannot be brought under the unfair labor section 
of the Labor-Management Relations Act which deals with 


bribery of employe representatives by employers. 


“Union Busting” 
Welfare, 


alter months of investigation, concluded that employers 


The Kennedy Committee on Labor and Public 


and middlemen should be 


called 


the suggested action of the McClellan Committee. ‘The 


required to report their S0O- 


“union busting” activities. and went further than 


Kennedy Committee found evil in the fact that) some 


employers spent large sums of money in’ organizing 
campaigns for the purpose of influencing and affectin; 
employes in the exercise of their rights under the Labor 
Management Relations Act. 
The that 


given full publicity. even though, as 


should) be 


activities 
ART 


permissible undet 


Committee found these 
such expenditures and activities are 
Act. 
Section 607 of the Kennedy-Ives Bill extends provisions 
302 of the Relations Act 


an employer to an 


the Labor-Management Relations 
of Section Labor-Management 
prohibiting payments by employe 


representative or labor relations consultant. But, in 
addition. Section 607 of the Kennedy-Ives Bill makes it a 
crime for the employer to pay ol lend money to an em. 
ploye for the purpose of directly or indirectly influenc 
ing him in the exercise of his right to organize or bat 
gain collectively. 

Under the provisions of this section, an employer who 
made a speech to his employes, pointing out the advan- 


dock 


those employes for the time lost while attending the meet 


tages of not joining a union and who failed to 


ing, could be found guilty of a crime. 

If, before or during a campaign to organize a union 
within a company. an employer gave a loan or a wage 
increase to one or more employes, he could, under cer 


[ CONTINUED ON PAGE 60} 


17 





they ask for Rain Dears. . . 


AND HERE’S WHAT WILL 
HELP YOU SELL THEM 


RAIN DEARS SELF 
SERVICE DISPLAY UNITS 


Shown is the 6 dozen Display 
Unit . . sells from both sides. . 
with wheels, very mobile. An 
attractive, highly productive 
silent salesman! Displays large 
& colorful 2 sided sign. 





4 OTHER DISPLAY UNITS ALSO AVAILABLE . . 


~« 
ALL COMPLETELY ASSEMBLED, SHIPPED INTACT! » D. 
Ka ¢ 4 C ® 


FAST, FAST DELIVERY! 


EXCLUSIVELY A PRODUCT OF THE LUCKY SALES CO., INC 





__Lucky’s many FINEST PLASTIC RAINBOOTS 
shipping points guarantee 


the finest in efficient, 
right-now service! 


Cle. @ ay: 8 ot o Pe [os 
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ive them eee Dewees 


EXCLUSIVELY A PRODUCT OF THE LUCKY SALES CO., INC. 


SATIN .. 

the smooth, smart ht = Make capital of the 

look of luscious éf , ~ enormous amount of advertising and 

satin fabric. i ‘promotion behind Rain Dears, and 
a, the great demand for them . . 


FLORAL... ee 
beautifully feminine design, 
richly elegant. 


ALL MODELS IN BOTH CLEAR & SMOKE. . 
FULL RANGE OF SIZES . . LEFTS & RIGHTS 


a His. 
Ps", Le Lae 
PS Se Sha 


BE A PRESTIGE WINNER 


4 a Kf Both styles come in heel 
What they ask TOf... heights for every type of 


: D shoe, including the new 
Atte Crd. Louis model for 
; needletoe shoes. 
The National Brand Rainboots 


LOS ANGELES CHICAGO NEW YORK 
LUCKY SALES CO., INC. 941 EAST THIRD STREET 2019 W. WALNUT STREET 47 WEST 34TH STREET 


MAdison 5-2531 CHesapeake 3-3329 PEnnsylvania 6-5955 
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THE FAIR HAS FLAIR! 


| ‘ 
The fashion shoe leaders are there with Oj | | 


The top executives who know how to help you make money are there with flair. 
The color news, the silhouette news, the texture news unfolds with flair at the Fair. 
Displays have flair, promotions have flair, sales aids have flair. 
A Fair with flair — you better be there! 

THE NATIONAL SHOE FAIR, October 26 to October 30, Chicago, Illinois. 
Palmer House, Conrad Hilton, Congress, Morrison. 


Sponsored and operated by: The National Shoe Retailers Association, 


The National Shoe Manufacturers Association. 


For exhibit information write: George Gayou, National Shoe Fair, Palmer House, Chicago, Illinois. 


THE NATIONAL SHOE FAIR 
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with these 


ae 9 lovely NEW 
4, Vg Z, 


ALL WITH POPULAR CEMENT SOLE CONSTRUCTION 
ALL WITH “TAPERED TRIMNESS” 

ALL IN BRAND NEW UNLINED LEATHERS 

ALL WITH FLEXIBLE GUM RIBBED SOLES 


Here are 9 fun-loving charmers to help you tie in with the important lightweight 
trend. Of wanted feather-light construction with flexible gum sole, Satelites make 
their debut in several new eye-catching leathers . . . including Colonial's 
drum-dyed, super-soft Silka (textured) and Glove-like (smooth). Finest machine 
stitching. Breeze-light, unlined, Satelites will wing a gal everywhere in ‘‘weightless’’ 
comfort, 'round the kitchen, ‘round the campus, ‘round the countryside. To zoom 
shoe sales .. . UP, UP, UP... order SATELITES . . . TODAY! 


WING TIP — FLOATING STRAP — 
=3643 — Grey Silka 
=3673 — Black 


IN-STOCK = | prt 
FOR peau: “ 2673 — Black 
. =2693 White Bark 
IMMEDIATE | — 


SIZE RANGE: 
AAA — 6 to 10 


AA — 5to 10 UNDERLAY TIP — (colonial Glove Leather) 


B—A4to 10 =2043 - Grey 
=2063 — Red 


PRICE: $4.10 =2073 — Black 


(Less 5% 30 days) =2083 — Benedictine 


Wise 
a 


Ready for immediate shipment — ORDER TODAY! 


SEBAGO-MOC COMPANY 


Westbrook, Maine 





BREZNER has the SMOOTHEST touch in leathers. 
Versatile, superbly tanned, BREZNER’S 
fashion-right ‘‘smooths”’ reflect, in looks and feel, 
the lasting wear that captivates Romeo himself. The 
suppleness and break, the way it 
cuts so easily and economically, how it molds the shoe— 
there's a DIFFERENCE in 
smooth leathers. And in colors — daring or subdued — 
BREZNER'S match faultlessly, blend perfectly with 
every new trend in fashion. 


Send for swatches... TODAY! 


THE BREZNER DIVISION OF ALLIED KID COMPANY 


145 SOUTH STREET, BOSTON 11, MASSACHUSETTS 





2000 Footwear Items to Debut 
At Allied Show, August 3-6 


NEW YORK —Some 2000 new 
footwear items will be introduced at 
the Allied Shoe Products Show, Sun- 
day to Wednesday, August 3-6, ac- 
cording to officials of the showing. 
The more than 200 exhibiting firms 
will offer an average of 10 new items 
each. 

The air-conditioned New York 
Trade Show Building, 35th St. and 
Eighth Ave., will house the show. 
On display will be products ranging 
from machinery to solings, from 
shoe chemicals to upper materials. 

Clarence R. Heyde, executive di- 
rector of the show, said attendance 
is expected to set a record. 

David G. Serling, chairman of the 
show, said the number of new items 
“demonstrates that the Allied Show 
has become not only a major market 
place but a launching site for the 
creative ideas essential to the styl- 
ing and making of footwear.” 


Style Forecast Luncheon 
To Open National Shoe Fair 


CHICAGO—In place of the tradi- 
tional Monday breakfast, a fashion 
show and style forecast luncheon will 
kick off this year’s National Shoe 
Fair, Monday, October 27. 

A. B. Cohen, president of United 
States Shoe Corporation and chair- 
man of the Silver Jubilee Fair, said 
the luncheon and presentation will 
be staged by Shoe Women Execu- 
tives, Inc., in the Grand Ballroom of 
the Palmer House. Retailers will get 
early buying information on 1959 
styles for spring and summer. 

Previously the luncheon 
scheduled for Tuesday. 


Was 


Monroy Named Chairman 
Of 1959 St. Louis Showing 


ST. LOUIS—Gerald R. 
will serve as general chairman of 
the 1959 St. Louis Shoe Show, to be 
held April 12-15. He is sales man- 
ager of Town and Country Shoes, 
Inc. 

Mr. Monroy appointed 
Norfleet H. Rand, president of the 
St. Louis Shoe Manufacturers Asso- 
ciation and a vice-president of In- 
ternational Shoe Company. Named 
co-chairman for the show was 
Charles N. Arend, sales manager of 
Juvenile Shoe Corporation. 


Monroy 


was by 
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Recession Apparent in Baltimore Ordering 


BALTIMORE—Exhibitors from a 
dozen states and retail buyers from 
throughout the Mid-Atlantic area 
converged here July 13-16 for the 
annual shoe fair in the nation’s 
sixth largest city. 

Some 50 manufacturers, whole- 
salers, and representatives of allied 
lines displayed their fall offerings 
at the Lord Baltimore Hotel. 

It was a good “writing” show. 
One local shoe merchant who oper- 
utes at the neighborhood level 
bought to the tune of $5000. He 
said his orders would likely be only 
a third as much—timewise, at least 
—had there been no show. 

A number of exhibitors reported 
satisfactory bookings running into 
the $4000-and-up figures. It was a 
good selling show for spot merchan- 
dise. 

But nobody kidded himself. Th 
recession, just as real in “The Gate 
way to the South” as anywhere else, 
left its mark on the order pads. 

Typical comments: 

“They’re buying just like 
used to, only they’re buying cheap. 
Um getting the orders. I’m not get- 
ting the price.” 

“Buyers are downgrading. I'd 
say the price on the average is about 
10 per cent down from last year.” 

“One of my regulars cut down 


they 


this year on orders for men’s shoe 
. Says the kids and the wife com: 
first, and there just isn’t 
left for papa.” 
But the recession story is by n 


enough 


means unanimous in Baltimore: 
One of the biggest manufacturers 
of children’s shoes didn’t exhibit be 
cause the company is all booked up 
Another, a Massachusetts outlet, re 
ported it couldn’t fill a single orde: 
until August 15, even though it nor 
mally carries 100,000 items in stock 
Another, a leader in the field, pre 
dicted an 
this fall. 


Consensus, recession or not: 


unprecedented upsurge 
Bal 
timore is going to have a good fall 
season. 

the South 


sentially conservative, 


Baltimore and ure e 


in shoes a 
well as everything else. From = the 
standpoint of color, black still reign 
as king, and this goes 
women, children. 


This is not to say there is 


for men 
ho de 
One man 
leading for 
in the T 


close 


There is: 
red 


mand for color. 
ufacturer reported 
yirls’ footwear, especially 
straps. Brown is a second 
Velvet is outselling suede for junior 
misses, 
popular. 
The same manufacturer 
[CONTINUED ON PAGE 25 


A nylon velvet is especially 


said black 


nile 
oO — 


Shoe show scene: Bernard Silverman, left, of Lynn's Shoes, Baltimore, and Bennie 
F. Carl of Bennie F. Carl's Shoes, Newport, Pa., talk with W. Milton Volk (holding 
pump) of P. H. Volk & Company, Baltimore distributor, at annual showing. 
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‘Westward Ho’ Plods Shoe Shipment 


Need fast delivery? A four-horsepower Wells Fargo stagecoach takes aboard 


a shipment of St. Louis-made shoes destined for Denver merchants. 


Handing a 


shoe carton to driver Carlin Garrett and "Shotgun" Toad Bricker is Andrew 
Brand, International Shoe Company executive. 


By GERALDINE EPP 


ST. LOUIS — Nine cartons of 
shoes, ordered from International 
Shoe Company by three Denver re- 
tail stores, are enroute to Colorado 
via a Wells Fargo stage. Buyers of 
Patricks Shoe Store, Inc., Bolton’s 
Shoe Store and the Denver Dry 
Goods Company can expect delivery 
September 1... weather permitting. 

The Wells Fargo stagecoach, an 
exact replica of the famed stage of 
frontier days, arrived on the St. 
Louis levee July 14 and took aboard 
what in all probability will be the 
last shipment of shoes to go by over- 
land coach to Denver. Enroute from 
Chicago to Denver via St. Louis, 
Kansas City and numerous smaller 
towns, the stage run is being spon- 
sored by the State of Colorado Cen- 
tennial Committee and the Magic 
Mountain Fantasy Land Amusement 
Company of Denver to stimulate in- 
terest in Colorado’s 1959 centennial. 

Despite a week’s delay in the 
three-week trip from Chicago, and 
the “blowing of a shoe” in East St. 
Louis, the stage pounded across Eads 
Bridge to 207 N. First Street, for- 
mer site of the Wells Fargo offices in 


24 


St. Louis, eastern terminus of the 
stage lines and Gateway to the West. 

There, greeted by city officials and 
a large crowd, the stage hands were 
presented with a sign lettered “Wells 
Fargo and Co.,” a replica of the Jast 
sign used in the terminal. Then, 
too, the cartons of men’s, women’s 
and children’s shoes were hoisted 
atop the stage. Officials of Interna- 
tional Shoe Company, who were pres- 
ent, said International used to ship 
shoes by Wells Fargo Express in the 
late 1890's. 

The stage run, first from Chicago 
to Denver since 1870, is following 
U. S. Highways 66 and 40 to Denver. 


J. W. Learned to Head Sales 
For John Addison Footwear 

MARLBORO, MASS. — John W. 
Learned, a well-known shoe execu- 
tive, has been named sales director 
of John Addison Footwear, Inc., of 
Marlboro. 

Mr. Learned formerly was vice- 
president in charge of southern sales 
for the Worcester Shoe Company, at 
Worcester. Earlier, he was associ- 
ated with H. H. Brown Shoe Com- 
pany, also of Worcester. 


LIA Press Preview: 
Shoes to Complement 


Unbroken Line Shown 


NEW YORK—Leather Industries 
of America previewed the fall and 
winter 1958-59 shoes for members 
of the press during National Press 
Week, July 14-18. 

The over-all theme for the show 
was “The Unbroken Line Leads to 
Leather Shoes’—with special em- 
phasis on the many new leather shoe 
styles to complement the unbroken 
line in fall apparel. Slim “chemise” 
shoes and striking trapeze silhou- 
ettes in T-straps and high riding 
tongues were shown in more than 
25 vibrant colors for all, in a huge 
variety of leather textures. 

LIA spotlighted: Spectators—with 
the new soft look, stemming from 
the soft leathers. Perforations 
were small and sparingly used. At 
Home shoes—designed to comple- 
ment the sophisticated apparel for 
leisure hours. There was a good 
deal of combinations of leathers in 
both colors and textures. After Five 
shoes—in lustrous, satin finish calf- 
skins, kids, glace leathers, reptiles 
and silky suedes in a host of colors 
to match or blend with any en- 
semble. 

Probably one of the most dashing 
collections of the show was the new 
leather city boot for women, de- 
signed in brilliantly colored, water- 
repellent leathers to be worn in all 
kinds of weather. 

In men’s shoes, the new gently 
squared toe is the fall fashion high- 
light. The collection included slip- 
ons, strap-and-buckle, laced pattern 
types in shoes for casual, business or 
dress wear. Slim and tapered at the 
toe, men’s shoes generally have a 
lightweight look, achieved by the 
new supple leathers and lightweight, 
flexible leather soles that are closely 
cropped to the contour of the shoe. 


‘Continental Look’ in Leather 

NEW YORK—Kid Leather Guild 
tanners have introduced a new look, 
the “Cortinental,” in “Transparent 
Kid” for the natural look in leather. 
Its live qualities and variations give 
the effect of looking into the leather, 
which has the same attraction as 
raw silk or linen, according to Char- 
line Osgood, the guild’s fashion di- 
rector. 
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Recession’s Effect Apparent 
In Orders at Baltimore Show 
[CONTINUED FROM PAGE 23] 


calf is going to outrank patent 
leather this fall, and he has fond 
hopes for the new desert boot cher- 
ished by small-fry males. 

Black leads the parade in women’s 
dress, too, with blue suede second 
and a brown or green in the show 
position. 

A manufacturer whose product 
retails at $12.95 or thereabouts 
said the pointed toe has enough sur- 
vival value to keep things cooking 
for an indefinite period. Another 
claimed it is as doomed as the sack. 

(Most women at the shoe show 
banquet wore sack dresses, pointed 
heels. ) 


David Trager, Baltimore Shoe Club presi- 
dent, presents $5000 check to Miss Vir- 
ginia Clarke Pruitt, administrator of 
James Lawrence Kernan Hospital for 
Crippled Children. The sum, from the 
club and the Associated Shoe Travelers 
of Baltimore, will equip an operating 
room. Watching is Mrs. P. Irvin Volk. 
Gift was in memory of her husband. 





International Leather Week 
Planned in Paris, Sept. 6-11 

PARIS, FRANCE—“Semaine In- 
ternationale du Cuir,” International 
Leather Week, will be held on the 
Paris exposition grounds, September 
6-11. Officials of the event said the 
exhibition space has been increased 
to accommodate 40 more firms than 
in 1957. 

Sections will be devoted to tan- 
ning, shoes, fancy leather work, 
leather clothing, gloves and lJeather- 
working machines. In addition to 
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Rumor Empties a Warehouse: 


$10,000 of ‘Free’ Shoes Stolen in Tucson 


TUCSON, ARIZ.—The scene: a 
Tucson warehouse stocked with 3000 
pairs of shoes valued at $10,000. 

The cast of characters: 100 people 
of all ages, including a number of 
families. 

The action: One by one, char- 
acters enter warehouse and remove 
the shoes. They say the shoes are 
“free.” 

Sequel: Police label 
episode a burglary. 

e e es 


the whole 


It really happened the other day 
in this Arizona city. According to 
police, everybody who took the shoes 
claimed to have been told they were 
“welcome” to them. 

First to enter the National Can- 
cellation Store’s warehouse was a 
13-year-old boy. He arrived at noon- 
time and admitted taking a few 
pairs of new shoes. He told police 
that when he returned later the two 
12-foot-square rooms were jammed 
with so many people he could scarce 
ly move. 

It wasn’t until 9 p.m. that police 
uncovered the break-in. Several car- 
loads of families were parked be- 
hind the store. Children and adults 
were sitting on the sidewalk trying 
on their “free’’ shoes for sizes. 

Even the owner of National Can- 
cellation, Sy Schulman, was told to 
“scram” when he attempted to con- 
front the shoe lifters and run them 
out of the warehouse. 

Most of the intruders gained en- 


trance to the warehouse through a 
rear area. Wreckers had demolished 
adjacent buildings there recently. 

Police, who scratched their heads 
over the big shoe lifting, asked the 
persons to return the shoes to the 
police department immediately. 

How did it all happen? 

As far as anyone can tell, it was 
simply a case of a rumor that grew. 


June Output at 43.7 Million 
Pairs, Down 3% from 1957 

WASHINGTON — Production of 
footwear in June totaled 43.7 mil- 
lion pairs. This was 3 per cent lower 
than the 45.2 million pairs produced 
in June, 1957, and down. slightly 
from the 43.8 million pairs produced 
in May, 1958, the U. S. Census Bu- 
reau reports. 

Men’s dress and play shoe produc- 
tion of 5.7 million pairs was 8 per 
cent below the level of 6.2 million 
pairs for June, 1957, and 2 per cent 
lower than the 5.9 million pairs pro- 
duced in May, 1958. 

Women’s dress and work shoe pro- 
duction of 11.7 million pairs in June, 
1958, represented a decrease of 9 
per cent from the 12.8 million pairs 
for June, 1957, and an increase of 5 
per cent over the 11.2 million pairs 
made in May, 1958. 

The output of all other footweai 
in June, 1958, was unchanged from 
June, 1957, and 2 per cent less than 
in May of this year. 





British Styles on Display at Brussels 


These British shoe styles for 1959 were featured at a special showing at the 

Brussels World's Fair. Model at left has "copperized” heel which won't break. De- 

scribed as perfect accessory for the town outfit, the shoe is of dark beige calf 

with lighter-tone trimming on a high vamp. Center: light model of white calf, 

punched and stitched to emphasize long vamp and low T-strap. Right: shell pink 

satin and crepe, same as that worn by actress Julie Adams in ‘My Fair Lady” 
musical. This style too has unbreakable “copperized" heel. 


French firms, exhibitors will come 
from Germany, Belgium, Holland, 
Italy and Spain. 

The show is held annually in late 
summer. 
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NSRA Unit Hears Ideas for Boosting Shoe Consumption 


NEW YORK— The Men’s Shoe 
Style Committee of the National 
Shoe Retailers Association turned 
its attention to spring-summer 1959 
at a meeting in the Hotel Plaza, New 
York, July 17. 

3efore getting into a detailed dis- 
cussion of the apparel and accessory 
trends that will influence men’s and 
boys’ shoes next year, the members 
heard industry guest speakers re- 
view the progress made by the men’s 
shoe industry and outline proposed 
ways and means of increasing per 
capita consumption of men’s shoes 
in the seasons ahead. 

Iver Olson, director of marketing, 
research and statistics at the Na- 
tional Shoe Manufacturers Associa- 
tion, reported on the NSMA-spon- 
sored campaign to increase the sales 
of men’s summer type shoes. A 
test was made in three key cities, 
Indianapolis, Syracuse and Omaha. 
Although the results are not yet 
complete, they do indicate that con- 
certed effort by the industry to pro- 
mote certain styles at a given time 
can be successful. 

How Leather Industries of Ameri- 
ca plans to work toward diverting a 
larger share of the holiday gift dol- 
lar into shoes, was discussed by 
Walter Kraus, LIA director. The 
plan is to put on strong promotions 
at Christmas and Father’s Day. 


These will be aimed primarily at 


women and intended to make them 
more aware and critical of the shoes 
their menfolk wear. The campaign 
for Christmas 1958 will be launched 
with a full page in color in the 
November 15 issue of Vogue maga- 
zine. LIA is planning a strong fol- 
low-up of the campaign through dis- 
tribution of booklets and merchan- 
dising kits. 

Perkins H. Bailey, executive edi- 
tor of Men’s Wear magazine, re- 
ported on European apparel and 
shoes for men, as observed during 
his recent tour of Europe. He 
pointed out that wash and wear, be- 
cause of its easy care and economi- 
cal upkeep, has reached a new level 
of acceptance and_ performance. 

As for shoes, Mr. Bailey reported 
that the squared, blunted toes have 
grown from a limited high fashion 
position a year ago to good volume, 
high fashion now. 

Leonard Rothgerber, Jr., of Van 
Buren’s Men’s Wear, Inc., New 
York, discussed some of the ways in 
which men’s summer shoes could be 
made more attractive, comfortable 
and easier to wear. 

Edward J. McDonald, executive 
vice-president, and Thelma C. Hen- 
nessey, secretary of the NSRA, were 
on hand to welcome and introduce 
Stephen Heller of William Hahn & 
Company, Washington, D. C., who 
was the presiding chairman; James 


P. Giblin of E. T. Wright & Com- 
pany, Rockland, Mass., chairman of 
men’s street and dress shoes, and 
Herbert J. Rich, Jr., Lewis Heicklen 
Sales Company, New York, chair- 
man of the teenage and young 
men’s division. 


Julian & Kokenge Will Move 
British Walker Line to Ohio 


COLUMBUS, O.—The Julian & 
Kokenge Company is closing its sub- 
sidiary Marshall, Meadows & 
Stewart Company, Inc., plant at 
Auburn, N. Y., and moving the line 
of British Walker women’s shoes 
currently made there to Columbus. 

Herbert Lape, Jr., president, said 
the Marshall, Meadows & Stewart 
line will be sold, as will the plant 
itself. The Auburn plant already has 
started closing down. Final pro- 
duction date for British Walkers at 
that site has been set for Septem- 
ber 15. 

Mr. Lape said British Walkers 
machinery will be moved here from 
Auburn as separate departments 
finish filling orders on hand. Equip- 
ment for production of Marshall, 
Meadows & Stewart shoes will be 
sold. 

The Auburn firm, founded in 
1926, was acquired by Julian & 
Kokenge in 1956. It has been em- 
ploying about 275 men and women 
and producing 1000 pairs daily. The 
parent Columbus firm has 900 work- 
ers and a daily production schedule 
of 2850 pairs of Foot Saver and 
Dr. Locke shoes. 





Key Figures on Program for NSMA Merchandising Clinic 


ABE WEINMAN {RALPH HEAD 
Chairman, Speaker ‘ Luncheon Speaker 


~ 


ROBERT G. STOLZ 
Speaker 


M. R. CHAMBERS 
Speaker 


B. E. EDSCORN 
Panelist 


S. L. SLOSBERG 
Panelist 


Pictured are some of the leading participants in the National 
Shoe Manufacturers Association's annual Merchandising 
Clinic, to be held Thursday and Friday, August 7-8, at the 
Hotel Statler, New York. Mr. Weinman, clinic chairman and 
vice-president, Five Star Shoe Company, will speak at the 
opening session. Mr. Head, vice-president and marketing 
director of Batten, Barton, Durstine & Osborn, Inc., will 
address Thursday luncheon on "What's Wrong with the Shoe 


Business." Mr. Chambers, vice-president of International Shoe 
Company, and Mr. Stolz, advertising manager of Brown Shoe 
Company, both will talk Friday morning. Mr. Slosberg, presi- 
dent of Green Shoe Manufacturing Company, will be part of 
Thursday panel on selling branded shoes, and Mr. Edscorn, 
marketing research director for International, will join in 
Friday panel discussion on management's need for marketing 
facts for more profitable selling strategy.” 
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What makes a ‘“shopper-stopper?”’ 








A LIGHT, BRIGHT, eye-attracting Pittsburgh Open-Vision 

Store Front—that’s what. The large glass areas form 

a big showcase for w ide-open display of your merc handise 

—the best way in the world to make passers-by stop, 
1 

take notice—then come inside to buy A new store tront 

will bring your regular customers in more often, too. 
Many businessmen owe 1nc reased profit and prestige 


to modernization with a Pittsburgh Open-Vision Store 


FREE BOOK. For more informa 
tion on Pittsburgh Open-Vision 
Store Fronts, send in the coupon 
and we'll be glad to send you 
our new store front booklet 


PUT youn Saat 
STORE FRONT 
FORWARD with protien ter 

PITTSBURGH PLATE GLAge 


SYMBOL OF SERVICE 


Front. Pittsburgh Store Front Products include Pittsburgh 
Polished P| ite ¢ slass and IwInpow: Insulatin r ( iI iss Units 
for the open-vision front, supported by Pirrco” Store 
Front Metal. Tusenire’, West and Hercuirre” Doors 
Pittsburgh Door Frame Assemblies and Prrrcomatic®™ 


Automatic Door ¢ Ipc ners can also be used in your new 


or remodeled store front. It will profit you to investi 


gate a Pittsburgh ¢ )pen-Vision Store Front soon 


Pittsburgh Plate Glass Company 
Room 8254, 632 Fort Duquesne Blvd 
Pittsburgh 22, Pennsylvania 


Please send me a free copy of your booklet 
“Put Your Best Store Front Forward 


Name 


Address 


FOR SEVENTYV-FIVE VEARS 


p PITTSBURGH PLATE GLASS COMPANY 
I 


IN CANADA: CANADIAN PITTSBURGH INOUSTRIES LIMITED 
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just flip 
to open 


WaCaee elilae 


of the 


‘Talon 


Shu-Lok 


kastenet... 





snap 
to close “ 


oooh 








PHEN( 


Mr. Mills is the Merchandise Manager of the Father & Son Shoe Stores, a 


division of Endicott Johnson Corporation. Here is his statement in whole: 


* 


“We were among the first to introduce the Talon Shu-Lok fastener in our styles for 
men. Its acceptance was phenomenal. It is the first innovation in the shoe industry 
in a decade that has earned universal acceptance. | feel that our company’s attitude 
toward this innovation is best described in the words of our own District Managers.” 


L. E. THOMAS, district manager, Phila- 
delphia “Here at Father & Son, 
styles featuring the Talon Shu-Lok 
fastener make a hit with both men 
and boys, giving new convenience 
and comfort for real value.” 


FRANK RUGINO, district manager, New 
York City “Its excellent appear- 
ance and simplicity of use has made 
the Shu-Lok fastener a big hit in the 
New York area and looks like a best 
seller for many years to come. I'm 
all for it.” 
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L.A.GRABOW, district manager, Chicago 

“The styles featuring the Talon 
Shu-Lok in the Father & Son line, 
immediately became the top volume 
sellers. Its acceptance by our cus- 
tomers has been outstanding. 

“The Talon Shu-Lok, the most 
revolutionary fastener in years, has 
proved itself as a profitable sales 
stimulus in the Father & Son line. Its 
immediate acceptance compelled us 
to increase the number of styles fea- 
turing the Shu-Lok fastener, includ- 
ing our Boys’ and Youths’ line.” 


J. A. PARKER, district manager, New 
Jersey —“In our area, styles featuring 
the Talon Shu-Lok fastener, with the 
quick flip-open and a snap-shut clos- 
ing, are most popular with the young- 
er men and boys.” 


R. H. TAYLOR, district manager, Detroit, 
Buffalo & Pittsburgh — “Since adopt- 
ing the Talon Shu-Lok fastener our 
customer acceptance has been very 
satisfactory. It has impelled us to add 
many new styles with this feature to 
our Boys’ and Youths’ line.” 


says Mr. R. Edwin Mills 


NAL! 


® 


fastener 


TALON, INC. SHU-LOK FASTENER 
DIVISION. MEADVILLE, PA 
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® Small Business Administration is now in business to stay. 
Government lending to retailers is permanent policy. 


® Congress is showing interest in inereasing the 
size limits of parcel post packages and making 
them uniform. 


® Government spending is having a stimulating 
effect on U. 8. business and another round of 
inflation is in the making. 


Baker Reporting from WASHINGTON 
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Government lending to retailers is now a permanent Washington policy. 
Under the provisions of new legislation signed into law recently by President 
Eisenhower, the Small Business Administration—the government’s multi-mil- 
lion-dollar lending agency—is now in business to stay. 

And the new law also prescribes 514 per cent as the maximum interest 
rate to be charged on government loans to small firms. Also, the new law 
increases from $250,000 to $350,000 the maximum amount set for any one 
borrower. 

SBA came into existence soon after the Eisenhower Administration took 
office in 1953. Although both the White House and the Congress at first 
intended the lending agency to be only a temporary one, demand for per- 
manency has arisen from both sides of the political aisles. 

The great majority of loans granted by the SBA are “bank participation” 
loans, in which local banks supply half or more of the total sum borrowed. 


Congressional interest is stirring in legislation increasing and making uni- 
form the limits on parcel post packages. 

Hearings on the measure were held in late June by the Senate Post Office 
Committee. As drafted, the bill would follow business recommendations in 
setting parcel post size and weight limitations. 

A standard weight limit of 40 pounds and size limit of 84 inches in girth 
and Jength combined would be set by the measure. Present laws restrict 
parcels mailed from one first-class post office to another in the first two zones 
to 40 pounds and 72 inches, and those mailed from a first class office for 
delivery in farther zones to 20 pounds and 72 inches, 

Retailers generally supported the proposed readjustment. Rowland Jones, 
Jr., president of the American Retail Federation, said the pending bill “is a 
step in the right direction ... (but) it does not go the whole way and remove 


all discrimination between users of parcel post.” 


The stronger pulse of government spending is juicing up as expected 
the entire U. S. economy. Although dollars paid out by Washington account 
for only 15 cents of each total U.S. spending dollar, the flow of government 
money into the nation’s channels of commerce brings on a stimulating effect 
on business. The turnover of money is thereby accelerated at every level of 
business and industry. The result is not orthodox prosperity. but many con- 
sumers think it is—and that’s a very important psychological factor in  con- 
sumer spending. 

The inflation that’s coming is another reason for the recent: pick-up in 
orders. All business executives are painfully aware that what has been 
labelled “good times” in recent years is basically only government-generated 
and government-controlled inflation. Prices rise, but costs rise just as fast 


and often faster. (OVER) 








® Federal Trade Commission investigating com- 
plaints that imported cabretta is being sold to 
U. S. manufacturers as calf skins. 


Report from 


® Dollar volume at Army and Air Force post ex- 


WASHINGTON rintictigadon demandeas 





Customers are beginning to sense that another round of inflation is in the 
making. Goods bought today will certainly cost more before the end of the 


year. A firm price contract signed today will favor the buyer—not the seller. 


The government is looking into reports that imported cabretta is being 
sold to Ll. S. footwear manufacturers as “calf skins.” If true, the sellers are 
liable for prosecution under the fur products labeling act, which requires dis- 
closure of the names of the animals involved. 

The Federal Trade Commission is looking into the complaints. The situa- 
tion arises because of the rising prices of calf skins. Shoe manufacturers who 
customarily buy calf are being forced by the high prices to look for substi- 
tutes. And good cabretta, according to the Shoe and Leather Lexicon, when 


finished like kid leather, can hardly be distinguished from kid. 


The increasing dollar volume of business done by Army and Air Force 
retail stores is stirring new protests within Congress against this form of 
unfair retail competition, 

Representative Abraham J. Multer (New York Democrat) says he intends 
to press for public investigation of the problem. The House Small Business 
Commitiee has been quietly gathering facts on post exchange sales practices, 
and is now considering when to hold public hearings. 

The National Federation of Independent Business has written Congress- 
man Multer, complaining of the injuries to business sustained by merchants 
who are forced to compete with the Army and Air Force retail stores. 

George J. Burger, vice president of the Federation, says a public investiga- 
tion by the House Small Business Committee “is an obligation owed to small 
business nationwide, which has been injured through the operations of these 
services, 

“Our request at this time is made because of the reported expanding oper- 


ations of these services.” Mr. Burger states. 


Clamor from Republican leaders for Sherman Adams to quit is to grow, 
not subside. Here’s why: The leaders have had an inside peek at what’s to 
come in the way of embarrassing investigations during the next four months 
And they're mightily upset over what’s in the offing. 

What the Democrats plan to pin on Adams in the weeks just ahead is no 
worse than the dirt uncovered up to now. It’s “all little stuff,” members of 
the House investigating committee admit, but it’s there and it can’t be swept 
under the rug. 

Many congressional Republicans are privately furious at Ike for his failure 
to dump Adams. “Adams isn’t that good,” they fume. “‘Sure, he’s a clever 
administrator, and Ike likes him. But he’s not really important and _ there's 
an election at stake. Sherm’s got to go.” 

But Ike can be stubbornly loyal over his friends, and the politicos fear 
Sherm is going to hang onto his $25,000-plus-expenses job. 

It’s all part of the over-all pattern of pessimism in Republican circles these 
days. Even party stalwarts are in open despair over their chances to gain 
a majority in the Senate and the House. If the GOP takes a trouncing at the 


November elections, we can expect Republicans in Congress to be in open 





[CONTINUED ON PAGE 71] 


Boot and Shoe Recorder 





i 


for children’s shoes! 


Shoe by Pied Piper. 
Leather— +903 Natural— 
by General Split. 


#903 natural 


Kids and parents love its carefree practicality 
-_ and long wear. This is proven in the week-to- 

A full line 
of promotional 

new colors for Desertan leather for children’s shoes. 
men, women and 

children may be Yes, it’s a Natural (#903) by General, the rough, 
seen at our 
BOOTH 96 

at the 


HOW Ae 
LEATHER S KC] Jeneral Split Corporation 


730 WEST VIRGINIA STREET e MILWAUKEE, WISCONSIN 


week and season-to-season growth in sales of 


tough leather that’s never scuffed or shined! 


Represented by: WILLS T. ENGLE, St. Louis, Mo.; JOS. LANIGAN, Boston, Mass.; HAROLD LEVY, New York City, N. Y.; ROBERT FARLEY, Philadelphia, Pa.; 
ROBERT PORTER, Nashville, Tenn.; NELSON-RONEY, Los Angeles, Calif.; ATKINSON SALES COMPANY, Milwaukee, Wisconsin 
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their toes! 


heafricals 


by BERNED 


BALLET SLIPPER 
Fine  teather, 

fully lined pleated 

toe. Gore over in- 
step. Half sizes 7 
smati through 
large. B, C, and D 
widths. Black or white. 
$190. Men's 6 to 12 D 
and E $2.90 


STREET BALLETS 
All-occasion leather ballets for 
street and evening wear. Hand- 
lasted. Black and white leather, 
white satin, silver and gold 
mesh. 
to 10 


Pie 
~ daughters are on 


THEATRICALS 
by Berned have 
won the acclaim 
of professionals, 
teachers and 
student dancers. Crafted 


with painstaking care to 
specifications laid down by ballet 
masters, they offer the functional 
design and flawless fit so vital to this 
exacting art. This line covers all your 
dance footwear and accessory needs on 
a rapid in-stock basis at no extra cost. 
Write today. Make your store headquarters 
for this wanted line in your town. 


COMPLETE LINE OF ACCESSORIES 
BERNED SHOE CO. 
207 ESSEX ST., BOSTON 11, MASS. 
Manufacturers © Distributors 


STANDARD KNIT LEOTARDS 


Short sleeve, child's (Sizes 2-14)...........$1.90 
Short sleeve, adult's (Sizes 10-20) 1.90 


ACROBATIC SANDAL 


DRE BE occ escvcccnd $.75 
Foam crepe .. 

8 small to 9 large 

Colors: Fawn, Black and seasonal 
colors. 


THEO TIE 


Dressy 14/8 Cuban heel shoe 
$3.60. One-Strap Baby Louis heel 
shoe $3.70. Sizes 3! to 9 M 
and N widths. 


TAP TIES 


Covered heel with overtoe taps un- 
attached or leather heel with 
overtoe and heel taps attached. 
Black patent or white leather. 

5% $2.75 


TOE SHOE 
Pink, black or white satin with 
suede leather tip. Genuine hand 
turned. § small to 9 large. $3.75 


TAP OXFORD 
Alll-over genuine black patent 
leather for youngsters, boys and 
men. Overtoe taps included. 
8% to 12 (D width 
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MAJORETTE BOOTS 


Children’s © Misses’ © Grow- 
ing Girls’ 

Sizes 5% to 

Sizes 8% to 

Sizes 12% to 


SPRING-KNIT 
LEOTARDS 


First choice of students and 
professionals. Spring-knit of 
fine durene yarns, they 
“give’’ with every body 
movement. Talon fastener. 
Elastic in legs. Highly ab- 
sorbent. Black and colors. 

Sh, SI. Child's 2-14...$2.25 
Sh. Si. Adult’s 10-20. .$2.50 
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Letters... 


Pro ‘Children's Feet Never Hurt’ 


The article, “Children’s Feet Never 
Hurt” (Recorper, June 1) is the kind 
of information that the independent shoe 
merchant needs to know; and even more 
important, he should know how to get 
across to his customers the point that 
children’s feet rarely hurt. 

The retailer who bases his approach 
on sound foot-health principles will raise 
the professional level of shoe retailing 
and need not fear that the chain store 
or discount house will gobble him up. 

JULIUS A, KATZ 
LAKEWOOD JUVENILE SHOES 
CLEVELAND, O. 


®@ In his article John McKee, of McKee 
Shoes, Lorain, O., emphasized that chil- 
dren’s shoes don’t have to hurt to be 
harmful. The child simply doesn’t notice 
foot pain. Editor. 


I wish to compliment you on publish- 
ing the very fine article in your June 1] 
issue titled “Children’s Feet Never 
Hurt.” Being the owner of an exclusive 
children’s shoe store, | want you to know 
that what the author says in his story, 
happens every day in our store. I only 
wish that the parents could be exposed 
to an article of this type. 

LOU WEINSTEIN 
LOU’S BOOTERY 
GREEN BAY, WIS 


The article by John McKee was ex- 
cellent. Although most people in the 
shoe business are aware of many of the 
things pointed out in the article, it is 
very well written and speaks with 
authority. 

B. R. MC VAY 
VAISEY-BRISTOL SHOE CO., INC. 
MONETT, MO. 


Coverage Was ‘Perfect’ 


The article and pictures of my store 
(“Modern Lighting Helps Sell Shoes,” 
Recorper, July 1) were just perfect. 
Everything looked good. Thanks ever so 
much for your cooperation. 

A. L. SORCHER 
AL’S BOOTERY 
FREEHOLD, N. J. 


‘Best of Its Kind’ 

That certainly was an interesting arti- 
cle by Virginia Marshall in the July 1 
Boot AND SHOE ReEcorpeER on Chandler’s 
Philadelphia. It was one of the best 
articles of its kind we have seen. 

IRVING EDISON 
EDISON BROTHERS STORES, INC. 
ST. LOUIS, MO. 
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HOW'S YOURS? 








MATERIALS 


Dickerson buyers insist on the very finest leathers 
. Dickerson craftsmen won't accept anything less. 

















COMFORT SHOES 


AERO OLN a “the smart shoe that’s really comfortable” 


~ Guaranteed by "0 
G dH k 
ee THE WALKER T. DICKERSON COMPANY 


* Wy wy 
C7 AS apyeatistd wey = : see 
326 S. Front St., Columbus 15, Ohio @ 417 Marbridge Building, New York, N. Y. 








boi ce of the ‘rade 


“It is important to remember that in 
many instances, consumers are econ- 
omy minded rather than price 
minded.” says DR. HERTA HERZOG, 
vice-president of McCann-Erickson. 
“They look for value for the money. 


They want the right thing at the right 
time at the best possible price. This 
gives the store a number of appeals 
by which it can attract customers in 
addition to price. Take for example 
the point: she wants to buy ‘at the 
right time.’ This raises the question 
of consumer need. Some purchases 
are made on impulse. Some are made 
the 


needs the particular merchandise. 


because consumer objectively 
“Today’s market is 
Don't 


thing to every body 


psychologically 
sell 


sell each item to 


segmented. try to every- 
its most likely prospect. 

“Good consumer relations means every- 
thing it has always meant. It means 
being an authority on what you sell 
and it means liking your customers. 
This includes that people want to be 
thought of and understood as indi- 
viduals. 


for 


product if one makes the effort to un- 


“There is a customer most any 


derstand him. . . There is no product 
for which everybody is an equally 
good prospect.” 

x * * 
NATHAN STERN of Stern’s Shoes in 


Marcus Hook, Pa., says: “The impor- 
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tant consideration in times like these, 
is for a pair of shoes to give better 
service and last longer. People with 
less money to spend want the best 
they can get while they are buying. 
It isn’t economic to buy cheaper shoes 
that 
have to be replaced, 


wear out in a short time and 
“Limited funds steer the customer to 
better shoes. Advertisements by shoe 
manufacturers, in national publica- 
tions, were never read with so much 
attention. People are more concerned 
their 


take 


with what they get in return for 
They afford to 


and name brands give 


money. can't 
chances; 
the 


want. 


confidence and assurance they 
“[ have had customers come in to pur- 


chase their shoes, right before ex- 
pected job layoffs. They were inter- 
ested only in the best quality because 
the shoes might have to last a long 
time. Good shoes to these people are 
in the bank,” 


©The modern Davids of efficient- 


like money 


ly operated small business can defeat 
the Goliaths of industry at every turn 
but have no thought to destroy them. 
that both 


interdepen- 


because they know large 


and small businesses are 
dently vital to the American economy” 
HENRY H. HEIMANN, 


vice-president of the 


Association of Credit Men. 


Says execu 


tive Vational 
He points out: “The small business- 
his 


business to move and move speedily. 


man has greater flexibility in 
He has a closer working relationship 
with his employees. He can run rings 
around big business on special orders. 


He the 


necessary to big business, of having 


doesn’t have program, so 
to consult, to chart, to put in writing 
and to go through an unusual num- 
her of authorities in the business to 
do the special things for his customer. 


His key men are not under the pres- 


BOOT AaNDSHOE 
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big business. He 


look 


manual; he makes the policy and to a 


sure inherent in 


doesn’t have to up the policy 
large extent so do his men. 
“The 


knows he won’t stay small all his life 


efficient small business man 
if he doesn’t deliberately chart such a 
He 
business was very small at the begin- 
He knows too that it is 


natural to grow and that he, through 


course, knows most every big 


ning. only 
efficient operations, can grow into a 
big business if he so desires.” 

* * * 
“This is a bright new day, when men 


are more casual shoe-conscious and 


for 
The habit of casual footwear is not 
seasonal,” says O. TINI of the /an- 
“How- 


ever, during the warmer months cas- 


more reasons than ever before. 


over Shoe Store, Chester, Pa. 


ual shoes seem to be more popular. 
They fit into the pattern of summer 
outdoor living ... sports, beach, boat- 
ing. picnics or just lounging; and they 


suit men of all ages. They now come 





in a wide variety of materials and 
styles to fill the needs of all kinds of 
We 


have found equal demands for casuals 


activities and all age preferences. 


in sandals, canvas ties and play shoes 
“Men either 

taking more 
Whatever the 


footwear has taken a 


have more leisure or are 
time for vacationing 
may be, casual 


hold.” 


case 
firm 
“ * # 
WILLIAM STAFFOS of Staffos Sho: 
Store in Pawtucket, R. [., has a strong 
that the most 


conviction important 





business builder for any store, large 
or small, is a professional window- 
trimming service. He says: “It takes 
good window displays to show foot- 
wear to its best advantage and to 
provide the attractiveness that will 
make people stop and look. Our win- 
dows are what people see when they 
drive or walk by the store, and I be- 
lieve people judge a store by the 
windows. 

“We hire a professional window-trim- 
ming service on a year-round basis. 
even though our store is only 20 feet 
by 20 feet. Just because the store is 
small is no reason to fail to make full 
use of window displays. 

“This 


paid off well in the business it has 


window-trimming service has 


brought. The windows are kept spot- 
lessly clean, the displays colorful and 
attractive, and the decorating tech- 
nique changed to provide a_con- 
stantly varying picture. The window 
trims give my store a_ professional 
touch and bring a little of the down- 
town atmosphere to this uptown neigh- 
borhood location.” 


* oa * 


“The biggest difficulty in the shoe 
business is to find the right kind of 
personnel so that we can provide the 
proper service . . . the kind that people 
expect. Customers don’t just buy a 
they buy the service 
that goes with it,” says TOM MUL- 
LER of the Muller Shoe Store, Grand 
Rapids, Michigan. 


* * 


pair of shoes, 


“I'd like to see manufacturers and re- 
tailers devote more advertising and 
promotions to emphasis on shoes for 
specific purposes,” says FRANK 
CALUORI of East Greenwich, R. I. 
“As it is now, women are apt to wear 
smooth leathers for evening when they 
should be wearing suedes, slip-ons 
for housework when they should be 
wearing ties. We should tell them that 
ties are the ideal shoe for housework 
and for walking, casuals for outdoor 
informal wear. 

“Let’s give each shoe a specific use 
rather than advertise the shoe in such 
a way that it gives the impression that 
the woman can wear it for all pur- 


poses and during all hours of the day.” 
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Profile .... 


by ESTELLE G. ANDERSON 





WALTER JONES 


HEY said he couldn’t do it. Their advice was: “Get out of the shoe 
business. Find something else. You'll never make a good shoe man.” 
A less determined man would have decided that perhaps they were 
right and would have been out of the shoe business before he even started. 

Fortunately for every one concerned, Walter Jones did not discourage 
easily. He was made of sterner stuff and felt he ought to at least get his 
foot into the door of the industry and then, if it didn’t work out . . . well. 
that would be time enough to find something else. The years have proved 
his intuition was right. His judgment was sound; and once again under- 
scores how useless and groundless is free advice. 

Walter Jones grew up in Wiley, Texas. Got his elementary and high 
school education there. He attended Texas Christian University for two 
years; but didn’t complete his course because of economic conditions. 

That was in 1925 and the beginning of his almost thwarted career in 
shoes. First, it was Bones Shoe Store in McKinney, Texas. Then on to 
another in Gainesville. From there to Stripling’s in Fort Worth. Actually, 
he never stayed long in any of these stores. It wasn’t because he wasn’t 
giving “his all” to the job as shoe salesman but rather that he was fighting 
a losing battle . . . trying to overcome the bosses’ preconceived ideas as to 
his unsuitability. This was the period of the free advice. 

More determined than ever, Walter Jones continued his search for a 
niche in the shoe industry. He went to work as a shoe salesman at Mc- 
Clurkan and Company in Wichita Falls, Texas; and here at last, his per- 
sistence paid off. He was promoted to manager and buyer and remained 
in this position until the war came. 

He was in the army for a short time, and when he came out he went on 
the road for I. Miller & Sons. Six months later, he went back to McClurkan 
& Company . . . leased their shoe department . . . and he was in business. 
“That was in 1946 and things really began to work for me then,” says 
Walter. 

In 1949, shortly after Battelstein’s opened their new store in Houston, 

[CONTINUED ON PAGE 65] 
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A low-slung sports roadster leaps through the night, its head lamp 
spearing the foliage of arched trees lining the up-state roads. At 
the wheel is a man for whom the exhilaration of risk is a matter of 
course; a purposeful man; the sort of man that built America AND 
the sort of man bound to be attracted to our Pattern Portrait—a 
grained Corona brown chukka boot, style-keen with strap and 
buckle closure and modified square toe. The downward flow of 


the neatly rolled top-line to the high riding tongue sets off this < 





< adventuresome boot for the man—and the men—at the wheel P 
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For the Man in Command 


by ELEANOR M. RUTTY 


OW about using your Christmas promotions as 
a starting point for a new way of selling slippers 
and accessories in your store? Perhaps you and 
your sales force have become a little stale—a little 
lacking in interest—in selling these items. If so, the 
Christmas selling season may be just the time to take 
a fresh look at them and really put some spirit into 


their promotion. 


Make a New 


Plan your Christmas promotions early and 


show your customers that you have the 


right accessories and slippers to help them 


with their holiday shopping. 


One year ago, when writing about Christmas business 
in the shoe store, we called our article, “The Christmas 
Spirit Makes the Sale” and pointed out the good 
psychological effect of an early Christmas celebration 
in the store for your staff. We even suggested Christ- 
mas presents to them from acong the items that you 
would promote to your customers a short time later. 
We also suggested, we believe, asking these men and 
women, who serve the store so well all year, to give you 
their ideas on what they considered the best selling 
items for your store. We wonder whether any of you 
thought the idea a good one and acted upon it or 

Since every pair of hose—men’s, women’s or children’s 

constitutes an extra sale over and above your business 
in shoes, isn’t it worth while to give a little thought to 


[CONTINUED ON PAGE 62} 


Smart calf bag, long, narrow silhouette, by Paristyle. Match- 
ing accessories by F. Stern—very slim French purse, with 
separate compartment for large denominations in bills, and 
eye-glass case. Very flat case, the “Caché” in the Kressline 
by Enger-Kress. 


Clockwise, starting top middle: Child’s blue satin slipper 
trimmed with white fur, by Blum; Child’s Jester boot in 
printed corduroy, with bell, a Wellco Foamtreads; W oman’s 
thong sandal in electrified shearling, a Cuddleez by Kenneth 
Keyes, a Comfort Product; New Indian moccasin, fleece- 
lined, in capeskin, with petitpoint stitching, by Tru-Stitch; 
Two-tone slipper with stretchable nylon top, glove leather 
side walls and springy sole, Ripon Funtime Footwear. 





Year’s Start at Christmas 


Clockwise, starting top 
left; Sandalfoot hosiery 
in satin case for gift 
glamour, by Aberle; 
Delicate beaded purse 
in multicolor flowers, 
by J. Jolles; Three 
high fashion matching 
accessories by Theo- 
dore Kawer,—wallet, 
comb case and com- 
pact; “Grab Bag” in 
washable glove leather, 
with ribbon trim, by 
Enger-Kress. 


Clockwise, starting top 
left: Black velvet 
bootee with solid satin 
lining and gold kid 
trim, by Pfeiffer; 
Tapered toe pump in 
Paisley design on cor- 
duroy, by Swan; Fem 
inine ruching, jewel 
trimmed, in scuff by 
Nite-Aires; Little heel 
mule in glamourous 
gold, by Oomphies 

“Fantasy,” tapered toe 
mule in satin through 

out, with chiffon bou 

by Daniel Green. 





Lets Look 


The shoe industry is selling footwear today for less 
than it was ten years ago! 

The proof of this statement is readily available from 
official Government statistics and can be demonstrated 
with simple arithmetic and no double-talk. Here's 
how it’s done. 

Every month the Department of Commerce, Bureau 
of the Census, issues not only the shoe production 
figures with which everyone in the industry is familiar, 
but also shoe shipment figures in both pairs and dol- 
lar value at the factory. By dividing the value of 
shipments by pairs shipped, one gets the average value 
per pair. Annual averages can be similarly computed. 
It is all very simple and forthright involving no statis- 
tical gimmicks. The results of these little problems 


in long-division for the years 1947 through 1957 and 


at the Shoe 


base period.) 

These are the facts and, while errors in official 
statistics are not unheard of, there is no reason for 
doubting them. Hence, the statement at the start of 
this article. 

The difficulty with statements such as this is not in 
what they say but in what they seem to say or in what 
people make them seem to say. Now let’s look at another 
statement. 

Average shoe prices today are substantially higher 
than they were ten years ago—probably by as much as 
20 to 30 per cent. 

This would certainly seem to be absolutely contrary to 
the first statement given above. And yet there is just as 
good a basis for making the second statement as for 
making the first. 





CONSUMER SHOE PRICE INDEX 
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SOURCE: Bureau of Labor Statistics, U.S. Dept. of Labor 





for each of the first three months of 1958 are tabu- 
lated below. 

It is readily apparent from these figures that cur- 
rent averages are less than in 1948 ($3.53 vs. $3.72) 
and are also slightly lower than the 1947-1949 aver- 
of $3.63. (The 1947-1949, three-year period is 
the one now in fashion as representative of a normal 


ape 


In addition to average factory value per pair. data, 
the Government has two other sets of statistics dealing 
with shoe prices, both compiled by the Bureau of Labor 
Statistics. One covers wholesale prices, the other retail. 
These are published monthly in index form using the 
1947-1949 averages as their base. The wholesale price 
index for 1957 was 121.4; the retail or consumer price 





AVERAGE FACTORY VALUE PER PAIR 
MANUFACTURERS' SHIPMENTS OF FOOTWEAR 
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Price Data 


ARE SHOE PRICES RISING? The Average Factory Value of Shoes data com- 
puted from Department of Commerce shoe production and shipment figures says 
“NO.” Bureau of Labor Wholesale and Consumer Shoe Price Indices say “YES.” 


In this down-to-earth article, Edward L. Drew, who served as economist for the 


Tanners Council of America from 1929 to 1956, examines these figures, discusses 


their limitations and obvious contradictions and draws important conclusions. 


by EDWARD L. DREW 


index for that year was 127.9. For the first five months 
of 1958 the wholesale price index moved up to 122.1 and 
the consumer price index advanced to a five months’ 
average of 129.6. These figures mean that prices cur- 
rently are 22 per cent higher at wholesale and 29.6 per 
cent higher at retail than in the base period. Both of 
the B.LS. 
solely with price changes. The methods used in their 


indexes are concerned entirely and 
computation are not as simple as the one used for 
deriving average factory value per pair and will not be 
discussed here. It is being assumed, however, that the 
results shown probably give a reasonably accurate pic- 
ture of what has happened to shoe prices: hence, the 
second statement given above. 

Manufacturers and retailers may want to check their 
own lists for verification of the indicated changes in 
the shoe price level. One thing is certain, however, the 
story told by the two B.L.S. indexes is the one believed 
by the consumer who relies on his own memory and 
experience. He knows that shoe prices are higher than 
they were ten years ago. 

If both statements are based on reasonably accurate 
facts, how can they both be accepted as true? 

Several paragraphs back it was noted that state- 
ments such as the first frequently do not say what they 
seem to say or what people make them seem to say. 
The first statement did not say that manufacturers’ 


prices are lower today than they were ten years ago. 


EDWARD L. DREW 


Average value per pair is not a price series and should 
not be used as such. In a completely static industry 
where there are no shifts in price lines, no changes in 
product, and no variations in the proportions of types 
produced, changes in average value per pair would 
measure price changes. But the shoe industry is not so 
experiencing these 
affect the 


averages. It is quite possible to show a decline in the 


constituted and it is constantly 


various shifts which can and do seriously 


average cost of all pairs purchased despite a substantial 
increase in the prices paid for the individual items. 
[CONTINUED ON PAGE 68] 





SHOE PRODUCTION BY MAJOR TYPES 1947-1949 
(MILLIONS OF PAIRS) 9 


TYPE 


AVERAGE 


1957 INCREASE 





Men's 
Women's—'"'Regular”’ 
— Playshoes 
Children's (A) 
House slippers 
All other (B) 
TOTAL 


103.5 
152.0 
55.7 
111.7 
48.6 
6.4 


477.9 


104.4 
180.2 
95.3 
136.3 
64.8 
12.6 


593.6 


0.9 
18.6 
71.1 
22.0 
33.3 
96.9 


24.2 


(A) Includes youths’ and boys’, misses’, children's, and infants’ and babies’ footwear. 
(B) Includes athletic and miscellaneous types not separately classified. 
SOURCE: Bureau of the Census, Dept. of Commerce. 
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Whats In A Shoe 





And How To Sell It 


NE of the most vital “hidden” 

parts of the shoe is the shank- 

piece which fits into the shank 
of the shoe. 

Actually, the shank is the area or 
section of the shoe beneath the arch 
of the foot between the heel and ball. 

The shank-piece is a narrow, con- 
toured strip of material (steel, wood 
that fits the 
shank, between the outsole and insole. 


or fiberboard) inside 
However, in the shoe trade the shank- 
piece is generally referred to as the 
shank. So, 
well also refer to the shank-piece as 
the shank. 


Now, though the customer or con- 


throughout our article 


sumer never sees the shank, this little 
component plays an important role in 
the comfort, wear, appearance and 
general performance value of the shoe. 
The shank serves several purposes. 
First, it gives supporting strength to 
the shoe, providing foundational 
security. It acts as a bridge over the 
center of the shoe—a bridge anchored 
firmly at the backpart and forepart 
so that the shoe is firmly “fused” as 
a unit. This prevents the shoe from 
twisting out of shape with torsional 
strains during walking or standing. 
We might say that the shank “locks” 
the shoe together as a solid, secure 
foundation beneath the foot. 
Generally, the higher the heel the 
more need there is for a firm shank 
to hold the shoe together firmly on 


Also, the 


pensive the shoe the greater the need 


weight bearing. less ex- 


At the left are two wood shanks. 


for a shank to better integrate the 
the 
majority of well-made, better grade 


shoe’s parts. However, great 
shoes have a shank. 

Many shoemen consider the shank 
as a kind of “arch support” built into 
the the 
shank as an “arch-supporting” fea- 
the arch-supporting 


value of the shank is very debatable. 


shoe. Some shoes advertise 


ture. However, 
The long inside arch of the foot rare- 
ly touches the inside shank area of the 
shoe (note that in most worn shoes 
the socklining over the inside arch 
The 
the 
shank is by giving the shoe itself more 


area shows little or no wear). 


only arch-supporting done by 


security by “unifying” the forepart 
and backpart. 

There are many shapes and types of 
shanks. Each basic type of shoe has 
its own special shank requirements. 
For example, a men’s casual shoe will 
men’s 


use a different shank than a 


heavy-duty work shoe; a women’s 
high-style sandal will require a differ- 
ent shank than a child’s school shoe. 

About two-thirds of all shoes use 
shanks of some kind. Most adult shoes 
use shanks. But some types of shoes 
For 


ample, single-sole stitchdowns, baby 


frequently use no shanks. ex- 


shoes, ballerinas, some moccasins, 
some Italian-styled shoes, etc. Many 
types of house and bedroom slippers 
use no shanks. 

No one is quite certain when shanks 
were first used in shoes. In the U. S. 
of shoe shanks 


the commercial use 


The next two are combination 


fiberboard and steel shanks. The three on the right are examples 
of steel shanks for different types of shoes and lasts. 


dates back to right after the Civil 
War in the 1860's. 
plants were making shanks of hard 


Several small 
leatherboard and steel, later of wood. 
rom 1877 to 1885, one company was 
the 
shanks for the shoe industry. About 


making practically all molded 
1885 several patents were granted on 
shanks and shank-making machinery. 

It’s possible, however, that the first 
shanks 
300 years, when the original Venetian 
heel 


introduced. 


may date back as much as 


called a Louis heel) 


Shoes 


(now was 
heels 
the 


French. They were also called “click- 


with these 


were called “bridge” shoes by 
ing” shoes—because, it’s believed, the 
crude shanks, used to strengthen the 
“joint” between the high-heel back- 
part and the forepart, made a clicking 
noise in walking. Anyhow, shoe 
historians think that the shank was an 
made with the 


invention necessary 


introduction of the high heel. 


Types of Shanks 


There 


shanks: 


are three basic types of 
steel, wood, or combination 
(fiberboard combined with steel or 
wood). 

About half of all shanks used are 
wood. Economy is one reason. Wood 
shanks cost about five times less than 
steel shanks. However, wood shanks 
have limitations. They’re usually not 
used on shoes with heels above 12/8 
in height, which eliminates a majority 
of the women’s shoes. The wood shank 
is one-eighth of an inch or less in 
thickness, and one inch or less in 
width. It may be flat or mildly arched. 
While it serves as an adequate stif- 
fener, giving a greater firmness to the 
shank area of the shoe, it obviously 
can’t resist the same stresses as does 
the steel shank. However, it serves its 
basic purpose on shoes, 
the flat 


shoes, and the less expensive shoes. 


many 


particularly and low-heel 
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Shanks 


The shank holds the front and back parts of the shoe firmly together. It is 


important for support, shape retention, fit, comfort, appearance and wear. 


Birch is the wood used in_ these 
The at the 


sides, front and back, is thickest in 


shanks. wood is skived 
the center. Often it is waxed to pre- 
vent squeaking in the shoe. The wood 
shank can be mildly arched to fit to 
the contour of the shank area in a 
low-heel shoe. Some wood shanks are 
flat. 

The steel shank is regarded as the 
ultimate in modern shank construc- 
The 


practically all fashion shoes, in shoes 


tion. steel shank is used in 
with moderate or higher heels, in 
better grade shoes, and in footwear 
that must withstand stresses (such as 
heavy-duty work shoes). A_ special 
used. It can be 


type of steel is 


tempered or untempered. The un- 
tempered is cheaper but not as strong 
and flexible. 

The width of the 


averages between three-fourths 


steel shank 

and 
one-fourth inches, though it may be 
made wider or narrower, depending 
upon the shoe in which it’s used. The 
distinct for several 


steel shank is 


reasons. It can be contoured or 
“arched” unlike any other material— 
and yet provide great strength. It can 
be “treated” to add to its strength. 
For example, the tempering process 
gives it extreme hardness without 
sacrifice of flexibility. It is further 
strengthened by its design, such as 
the use of ribs, ovals and flutes. The 
end result is a very lightweight, grace- 
ful product that serves as a strong 
> in the shoe. It allows the 


shoe to take the greatest stresses and 


“oirder’ 


Above: The shank has been positioned in 
the shoe. A layer of bottom filler will 
cover it, followed by the application of 
the outsole. The shank is thus “sand- 
wiched” between insole and outsole. 


Showing how the steel shank is precision- 
fitted to the contours of the last bottom, 


heel to ball. 


Photos courtesy United Shoe Machinery 
Corp. 
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strains without distorting or losing 
shape. Thus it's an important con- 
tribution to the fit. wear, comfort and 
appearance of the shoe. 

Fiberboard (called shankboard) is 
made of compressed leather or othe: 
fibers. Shaped into shank form, it 


serves as a stiffener and mild sup- 
porting feature in the shank area of 
The fiber shank, like the 


shanks, helps give a_ better 


“mold” to the bottom of the shoe in 


the shoe. 
other 
the shank area. However. the fiber- 
board shank is seldom used alone. but 
rather in combination with wood or 
steel. 


The 


earlier. is basically 


combination shank, as_ cited 


shankboard com- 


by WILLIAM A. ROSSI, Field Editor 


wood. The shank- 


smooth bottom to 


bined with steel or 
hoard helps give ¢ 
the visible shank area on the bottom 


shank 


in men’s Goodyeat 


of the shoe. The combination 
is used commonly 
welt shoes. 

The shank is shaped or styled to 
The 


shape depends largely upon the style 


perform a specific function. 
of the shoe, particularly the last and 
heel height. 


high-heel 


For example, in a wo- 


men’s sandal the shank 
would be very narrow and contoured 
with a high arch. In a man’s dress 


the shank 


wide and flat or 


shoe would be relatively 
semi-flat. The shank 
is precisely fitted to the last in’ the 


[CONTINUED ON PAGE O4| 





A Lightweight 
oodyear Welt Shoe.... 


prefer these heavier welt types, par- 


Can you tell the difference? 


At left is a men’s cement-process shoe. 


ft right is the lightweight Goodyear welt on the identical pattern. 


OW 


structional 


comes a remarkable con- 
development — in 
Its a 


which, 


men’s shoes. “new” 


Goodyear welt shoe in appear- 
the 


popular lighter constructions, such as 


ance, is virtually identical with 


cement-process shoes, retains all 


the desirable 


yet 
features of the Goodyear 
welt. 

It's surprisingly light in weight, 
flexible, has the close-edged sole 


look of the 


All these qualities are 


very 


and trim Continental- 


styled 


shoes. 


“New” lightweight Goodyear welts. Weight: 
slightly below 154 pounds a pair, a half 
pound lighter than the regular welts. 


achieved without sacrifice of the basic 
features of the Goodyear welt. 
What’s behind this development? 
The growing influence of Continental 
American men’s 


called for 


lighter weight. 


Italian styling on 
This 
closer-edged 
flexibility, 
The conventional Goodyear welt 


shoes. styling has 


soles, 


more and a trim, “easy” 


look. 


men’s shoe, by comparison, was 


heavier in weight and appearance, 


was less flexible, had a broguish look. 


While many men will continue to 


A pair of men’s cement-process shoes—of} 
weight identical with the “new” Goodyear 
welt shoes. 


fyansan 


cd 


ticularly colder weather, they will 
now have a choice of the lighter welt 
types. 

Actually, the lighter Goodyear welts 
new at all. Originally, many 
back, 


with 


aren't 


decades most Goodyear welts 


were made close-edged _ soles, 


particularly in women’s shoes. A 


generation or two men’s _ welt 


had 
close-edged 
the 
welt is actually a return of a former 


a0 
ago, 


shoes extended soles in winter 


types, soles in summer 


types. So now “new” Goodyear 


popular styling in this perennial con- 
struction, 

One of the remarkable differences 
“new” Goodyear welt, in con- 
the 


lighter 


in the 
conventional brogue 
weight. A 


welts is eight to twelve 


trast’ with 


types, is its pair 
of the “new” 
The average man takes 
So, with 


shoe he 


ounces lighter 
about 10,000 steps a day. 
the 


“saves” 


Goodyear welt 
lifting weight of from 214 
to 3 tons daily. 


new 


In a recent shoe-weight test, a pair 
of men’s cement-process and a pair 
of the new Goodyear welts, of identical 
weighed (see illustra- 


patterns, were 


tion). Both were identical in weight 
—slightly 1% 


By comparison, a pair of con- 


beneath pounds per 
pair. 
ventional brogue-type welts weighed 
[CONTINUED ON PAGE 61] 


A conventional brogue-type Goodyear welt. 
Note that weight is only slightly below 


2\4 pounds per pair. 





Planned Program Built Volume 


To keep ahead of his competitors, Vincent J. Banco of the Child- 


Teen Shoe Shop increased dollar volume 500 per cent in nine years. 


Walnut-framed chairs with woven rope seats, long shadow boxes and a hosiery display which makes 
selection easy are features of the newly decorated and enlarged Child-Teen Shoe Shop in Quincy, Mass 


OR more than ten years, to borrow from political 
terminology, Vincent J. Banco has been “running 
scared.” As manager of the Child-Teen Shoe Shop 
at 28 Cottage Avenue, Quincy, Mass., and more im- 
portantly, as president and treasurer of the company 
which owns the business, he has found himself in a 
position similar to that of an intelligent politician who. 
faced with real competition, embarks enthusiastically 
and whole-heartedly on a hard-hitting campaign designed 
to keep him in office. 
The net result of Banco’s “campaign” can be summed 
up in about this way: 
1—During the last nine years (Child-Teen has been 
a going concern for more than ten) dollar volume has 
increased 500 per cent. 
2—Last year showed an increase over 1956 of 15 per 
cent. 
3—Business to date in 1958 is up about the same 
percentage. 


4—Net profits during the last four years have averaged 


The widened store front is of bluestone, with three 
windows and two entrances. During alterations, the 
window floors were raised to a height about two feet 
above the street level, making possible much more 
effective displays. 


by OWEN THOMAS 


better than eight per cent of sales. 


5—Twice during the ten-year life of the business, 
selling and stock space have been enlarged: the first time. 
in 1953, by moving from the original store into a larget 
one next door: and the second time, in the late fall of 
last year, by leasing a small store on the opposite side, 
breaking through the wall and transforming two. stores 
into one, a move which increased the size of his store by 
approximately 30 per cent. 


[CONTINUED ON PAGE 69} 





The Customer .... 


Different customers must be treated differently. The 
same shoes can be sold in a different way every 
time they are presented—and they should be. 


SHOE salesman can be the best talker in his 

store but if he cannot help his customers satisfy 

their needs, he is useless. He must not only 
know his product thoroughly but he must also know 
a great deal about the people he deals with. 

If he has enough faith in himself and the shoes he 
sells, he will never be confused by the different types 
of people he meets every day. After all, they are just 
human beings who come into the store with basically 
one thought in mind—to buy shoes. Of course, when 
salespeople lose a sale they will sometimes say: “Oh, 
she only came into the store to kill time.” This may 
seem true but often, if the customer had been han- 
dled properly, she might have made a purchase. Rarelv 
do people come into a shoe store just to “waste time.” 
They may be shoppers, but if handled properly, they 
will return for shoes. A shopper can easily become a 
customer! Shoppers are people who are in the market 
for shoes but are comparing styles, prices and fit before 
making a purchase. It is the duty of the salesperson 
to paint such a glowing picture of the shoes and how 
they will fit the needs of the customer, that she will 
be unable to resist buying them. 

Everybody who sets foot in a shoe store is a poten- 


tial customer. The trick is in knowing what to do and 
how to do it. If the salesperson is an advisor and is 
courteous, he will accomplish more than if he likes to 
classify every customer who comes into the store as a 
buyer or non-buyer. If the shoeman tries to follow 
definite methods with every sale and to type the cus- 
tomer, it can result in disaster. Individual treatment is 
then usually abandoned and selling becomes. stereo- 
typed. 

Different customers must be treated differently. The 
same shoes can be sold in a different way every time 
they are presented—and they should be. Although the 
basic rules of courtesy, sincerity, honesty and_ tact 
have always had favorable reactions, customers will 
not always react the same way under similar circum- 
stances. Individual treatment takes this into consider- 
ation and makes every good shoe salesman an em- 
bryonic psychologist. He must study his customers 
and understand what they are thinking about. 

How many times have customers been classified as 
talkative, silent, smiling, grouches? There are some 
experts who feel that every customer can be typed as 
to her buying mood and a special routine used for 
each. However, it surely must have occurred to these 
people that moods can only be temporary and that 
a silent, unfriendly type may be a friendly one tomor- 
row. It is difficult to judge the customer on this basis. 
Regardless of what excuses the salesperson may find, 
the person who comes into the store is thinking about 
buying a pair of shoes and wants to be helped in 
solving this all-important problem. The problem wili 
be solved if the salesperson uses proper intelligence. 
honesty and courtesy in dealing with the potential 
customer. 

Customers arrive at decisions to buy through well- 
developed thinking plans which are traced as follows: 

(1) Attention attracted—perhaps through an attrac- 
tive display of shoes in the window or department. 

(2) Interest aroused—by the ability of the salesman 
to discuss the shoes he is selling, with pertinent facts 
about them. 

(3) Desire created—when the salesperson shows 
how the shoes will fit the needs of the customer. 

(4) Conviction—established when all the questions 
and objections about the shoes have been answered 
favorably. 

(5) Action—started when the customer realizes that 
the value of the shoes equals or exceeds the price 


quoted. 
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In many ways a good salesman is a psychologist. He must 


recognize the fact that a customer is a human being and an 
individual who must be treated as such. “HOW” and “WHY” 
his customer arrives at a decision, customer habits and a check- 
list of REASONS FOR LOST SALES make this one of the 


most important articles in this Recorder Sales Training Series. 


(6) Satisfaction—resulted when the customer felt a 
consuming need for the shoes and realized that the 
only way she would be happy would be to own them. 

These thought processes can occur at any one time 
or they may extend over a period. If the customer 
had an idea about a certain pair of shoes, the thought 
processes could have started while she was still at home 
and could have progressed anywhere along the line 
with the steps described. On the other hand, the 
thought processes could have started when the cus- 
lomer was attracted to a pair of shoes in the window. 

Without being technical, it can save a great deal of 
time for the salesman if he can determine where he 
stands in the thought processes while the customer is 
looking at the shoes. Has the salesman created a desire 
for the shoes before going into an explanation about 
them? Is he doing enough to develop the conviction? 
Are his explanations suitable for clinching the convic- 
tion? Is he at the point of satisfaction where the sale 
can be closed? Has he passed the point of satisfaction 
and will further talk cause the customer to change 
her mind? 

Experienced salespeople do not necessarily define all 
the steps mentioned, but through experience they 
know what is going on in the customer’s mind at any 
moment and are able to handle themselves accord. 
ingly. 

If the salesperson can determine where the cus- 
tomer stands in the thought process when she enters 
the store, he can save himself a great deal of time. 
He is sure that he must start at the beginning onl) 
when another pair of shoes is being suggested as a 
second pair. 

Customers have certain habits when buying shoes 
that create problems for salespeople. There is: 

(1) The customer who must see a great number of 
different styles before she can determine what to buy. 
When this happens, the salesperson must make sure 
that there are never more than two pairs before the 
customer at one time. If there are more than two pairs 
to decide on, there is a possibility that the customer 


will be confused and the sale lost unnecessarily. There- 
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by SEYMOUR HELFANT 
Manager, Smaller Stores Division, N.R.M.A. 


fore, it is imperative that all rejected shoes be removed 
immediately, to keep the store clean and to avoid con- 
fusion. 

(2) The customer who is an expert on leather and 
the fitting of the shoe. In this case, the salesperson 
must be an expert in order to hold his own. He should 
make it his business to avoid unnecessary discussion 
and argument. Let the customer have his way, if it 
does not create embarrassment. Just convince him 
that the shoes are good value and will meet his needs. 

(3) The customer who is not sure of herself. Here, 
too, the customer must be shown how her needs will 
be fulfilled and that the value outweighs the cost. 

(4) The customer who judges the shoes by price 
alone. The salesperson must justify the price through 
a complete knowledge of the shoe and of the foot of 
the customer. 

(5) The customer who judges the quality of the 
shoe by its bulk. In the case of women’s shoes, the 
salesperson must justify this price by a thorough 
knowledge of fashion. Lightweight fashion footweai 
doesn’t show its value because of its lack of bulk, but 
expert styling, experienced labor and exact engineet 
ing to make the shoes fit properly, are factors that can 
convince a doubting customer that she is getting mor 
for her money than in any other piece of wearing 
apparel. The number of materials used, or thei 
weight, are definitely no criteria of the price. 

There are also customers who: 

(1) Know exactly what they want. It is difficult to 
switch these customers, if you do not have the shoes 
that they request in stock, However, it is not entirely 
impossible to make a switch under the proper circum- 
stances and with the right finesse. These customers 
need prompt and specific responses to their questions. 
When the sale is consummated, it is advisable to tell 
the customer how to care for the shoes so that she will 
find no excuse for returning them with some complaint. 
In other words, they must be kept sold and the cus- 
tomer must be fully satisfied. 

2. Need shoes but do not have anything specific in 
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Ltge-typ Nour ize ego Nour 
Size - ego Now Yize-upo Nour 


ize Cope Now vege -ugo Now 


vege - ego Now Mize -uge Now" 


ONE OF THE FIRST LESSONS ABOUT SCHOOL... 
IT STARTS WITH NEW SHOES! 


There’s another . . . don’t be late! That goes for back-to-school size- 
up orders, too. If you wait until the school bells ring you’ve lost the 
best opportunity of the year to make extra sales. Frantic last minute 
orders may help but why take this chance. Anticipate your require- 
ments NOW ... mail your order today ... have the shoes on your shelves 
when you need the sizes. 


If you act at once you can get immediate delivery from our In-Stock 
Department. We'll do our very best to work with you. Let’s build your 
basic stock ... extra pairage means extra sales and extra profits. If you 
would like to see our latest catalogue or have our representative call... 
drop us a line. 


Terms 5%—30 Days F.0.B., Reading, Pa. 


Curtis -Stephens:-Embry Co. 
READING, PA. > tar 
FINE QUALITY CHILDREN'S SHOES SINCE 1882 3 Ss 


MOvERN AGES 


for every age and Official 
Girl Scout and 
Brownie Scout Shoes 


Pro tek-tiv’ + »€xtra Support + — Play.wear 


the finest ; by Pro-tek-tiv shoes by Pro-tek-tiv 
children’s shoes 





September Weather 


A cool September east of the Rockies, a warm one west, is the forecast. 
Rainy along the Atlantic coast and in the Rocky Mountain States. 


OST sections of the United 
States and Canada, east of 


the Rocky 


expected to average cooler than usual 


Mountains, are 
in September. Warmer conditions are 
forecast for the Western States. Pre- 
liminary estimates indicate that this 
temperature pattern of “cold-east and 
warm-west” will reverse itself for the 
period October through December. 
Rainfall will be relatively heavy along 
the Atlantic Boston 
to Cape Hatteras, throughout most of 
the Rocky Mountain States and the 
Lower Mississippi Valley, particularly 
in Louisiana. Dry weather is antici- 
pated in Florida, Georgia, the Great 
Lakes region, central Texas, southern 
the Seattle-Van- 
couver area. The following is a more 


coastline, from 


California and in 


detailed description of expected con- 
ditions for September, by region: 


Area I: Northeast 
Cooler and wetter than 
forecast for the Northeast. Tempera- 


normal is 


tures will average two degrees below 
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normal along the coast and up to four 
degrees below normal in the western 
parts of New York and Pennsylvania. 
New York 


City to Cape Hatteras, will be very 


Coastal stations, from 





PRECIPITATION #0 
ESTIMATED PERCENT DEVIATION FROM 
NORMAL MONTHLY PRECIPITATION 
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wet while locations west of Syracuse 
and Harrisburg should be drier than 
usual. Last September, most of this 


region was warm and dry. 


Area Il: Great Lakes 
Practically all parts of this region 
will be cooler and drier than normal. 
First frosts in the 
of Michigan and 


expected 


northern sections 
Wisconsin are 
about seven days earlie: 
than usual. Rainfall will range from 
50 per cent of normal along the lakes 
to near normal rainfall in’ western 


Kentucky the 


portions of Illinois and Indiana. 


and southern-most 


Area III: Southeast 

All states in the Southeast are ex- 
pected to be cooler than normal in 
Monthly 


range from one degree below normal 


September. averages will 


in southern Florida to four or five 


degrees below normal in Tennessee. 


Extremely wet conditions are forecast 
for the Hatteras while 


Cape area 


[CONTINUED ON PAGE 63] 
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FOR 
SPRING 


NEW! WONDERFUL! PIGMILLION PIGSKIN... 


Nineteen luxurious colors. Plush texture. Soft, supple. Breathes 
naturally. Easy to care for. Makes all styles . . . leather perfect! 


DEVELOPED AND TANNED BY 
THE HAUS OF KRAUSE 





RD CK FORD, Mich is AN 
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Early Fall Openings 
Seen for Boston 

WITH summer sales nearing their 
close, many Boston shoe retailers 
plan early fall openings. The first 
week in August, some said, will see 
autumn styles in their store win- 
dows and featured in their news- 
paper advertising. Others, who 
asked their manufacturers for Au- 
gust 1 deliveries, will offer their 
new shoes at a somewhat later date. 

As usual, most of the early fall 
business will be done in blacks, re- 
tailers predict, with black patent the 
leading leather, followed by black 
suede. Later in the season, it is be- 
lieved, there may be a swing to the 
newer brown shades, although there 
is not complete agreement that these 
will sell as well as black or even as 
well as other colors. One retailer 
sees in green an opportunity to get 
extra pairage. 

In planning their early fall busi- 
ness, stores will take advantage of 
the fact that most of them will be 
open Saturdays during August. This 
is convention month, they point out. 
More than 25 will be held this year 
in Boston. Although many will be 
small, there will be at least seven 
which can be counted on to draw at- 
tendances of from 1000 to 2500. 

July promotions have reduced re- 
tail inventories to the lowest level 
in recent years, and shortages, par 
ticularly of whites, have been re 
ported by a number of stores. 
busily engaged in making 
darker shoes for fall selling, have 
been unable to fill rush reorders. 

Bulk of this summer sale business 
has been on mesh types in white, 
beige, black and navy. Dveable 
whites helped swell the volume. 


Fac 


tories, 


The steady demand for casuals is 
certain to continue well into the fall 
On this there is practically 100 per 
cent unanimity. 

Back to school and back to college 
business is expected to be at leas! 
10 per cent better than it was las! 

Already, the teenage group 
gone on its semi-annual shor 
buying spree. Much in demand have 
been saddles in brown and white and 
black and white. Even white bucks 
have moved. For dressier wear, thi- 
group has bought pumps with little 


vear. 
has 
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heels and wedge heel types in beige 
and black. 

Statistics compiled by the Federa! 
Reserve Bank of Boston show tha: 
during May, the latest month fo) 
which department store figures are 
available, children’s shoe sales were 
four per cent the 
month last year and stocks were 13 
per cent larger. Women’s shoe sales 
were two per cent, with 
stocks lower by five per cent. Men’s 
and boys’ shoes were up eight pei 
cent. Stocks were 14 per cent larger. 


New York Sellers 

Clear Shelves of “Duds” 

SHOE retailing in New York has 
concentrated on clearance sales dur- 
ing the past few weeks and mer- 
chants report that they have been 
successful in broken 
sizes and odd colors. 

Some of the 
tinue these sales during August—or 
until they get rid of every last pair 
of “duds.” But, for the most part, 
retailers will make for the 
new shoes that are on order and are 
scheduled for delivery later on this 
month. 


ahead of same 


less by 


disposing of 


die-hards will con- 


ready 


August is never too active in shoe 


selling. However, merchants are en- 





OUR MR, STANLEY ACHIEVES 


PERFECTION IN FOOTWEAR 


STANLEY PHILIPSON 


PUMPS FOR THE SUMMER MERRY-GO- 
ROUND OF PARTIES AND OATES 

(LEFT) BEADED PUMP, WHITE FABRIC 
3REEN, LIGHT BLUE. ORANGE 
SUEDE, 32.95 (RIGHT) WHITE CALF, 
HIGH OR MEDIUM HEB ky 29.95. 
SHOES, 3RD FLOOR, LOS ANGELES 


ALSO BEVERLY HILLS, PASADENA 


Delight in pretty, new pumps glows 
from this refreshingly low-key ad. 
Stanley Philipson, Los Angeles (2'/2 cols). 


couraged. Traffic in stores has been 
good, due, no doubt, to New York 
Summer Festival, that at- 
tracts many out-of-towners. These 
people are label-conscious and gen- 
erally like to buy shoes and appare! 
identified with New York names to 
show to their friends back home. 


City’s 


The general feeling is one of op- 
timism. Consumers seem to be in a 
better frame of mind. Perhaps they 
feel that the bottom of the recession 
has been hit and from now on the 
direction will be upwards. 

In women’s shoes, black is 
In fact, it never has been out of the 
Pointing towards autumn, 


back. 


picture. 
it is even more important in peau de 
soie, suede, velvet and smooth leath 
Some of the promotions stress: 
advance 


ers. 
“Beautiful 
fall fashion news! 
shapes in soft summer-light calf cre- 
transition from now to 
season!” “ ‘Golden Chain’ 
enchantment in black, 
black velvet . all the richer for its 
golden embellishments at the 
and toe.” “The T-strap sandal takes 


leathers 
the coming 


black 


ate smooth 
next 
autumnal 


heel 


a silken step into Fall.” 
Men’s shoe selling has been spotty 
and that is the story for children’s 


shoes too. 


Los Angeles Selling 
Reported Steady 
ANGELES 

pear in better shape at present than 


LOS retail sales ap 


for some months past. Business isn’t 
booming but it is steady and enough 
made In 

that if 
not 


re-adjustments have been 


doing business 


healthy, even if 


methods of 
can be rated as 
virile. 

The big play at the retail level thi 
time of year comes in pool, play, and 
there is much a 
Rathas 
position of 


casual shoes and 


tivity in these lines. and 
hold their 
importance but 

thong sandals are getting a big play 


Some of the latter have enough sub 


traws usual 


various types of 


stance to be classed as street wea} 


Two-buckle models, with straps com 
the 


over the arch, go beyond the usual! 


ne around ankle and closing 


definition of pool shoes and become 


almost street loafers. 
The tabi, 


CONTINUED ON FOLLOWING PAGE 
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scuff, all various adaptations of the 
Japanese footwear featuring a stud 
between the two first toes, seems to 
be selling just as strongly as it did 
last year. Usually made entirely 
from rubber, although some felt ver- 
sions are seen, it seems to be stand- 
ard wear for all beach and pool out- 
ings. 

In more formal footwear, the 
pump is by all odds the favorite. A 
toe pointed to some degree is a must. 
The mid-height heel with slim taper 
remains tops in even 
though the ladies consistently com- 
plain about breakage. T-strap, sling 
pumps, and variations of throat in- 
terest sum up the styling. 


lines sales, 


It is interesting to note that tradi- 
tional spectator pumps in blue-and- 
black-and-white not 
having a top selling season. It ap- 
pears that tightened purse strings 
lead the ladies to purchase a more 
universal shoe than the specialized 
white Medium and 
top priced footwear still sells in vol- 
ume, but only in basic colors that 
can be used with many things. 


white or are 


combinations. 


Detroit Shoe Sales 
Remain Spotty 

The retail shoe sales picture con- 
tinued spotty in the Detroit area. 
Cooler - than - average temperatures 
prevailed until recently, but the arri- 
val of hot summer weather coin- 
cided with clearance sales in most 
stores. 

Reports on clearance sales results 
vary from poor to excellent. The 
children’s department at Fyfe’s to- 
taled a volume just about equal to 
last year. One leading women’s high 
style shoe department reported bet- 
ter-than-expected total for 
their three week close-out period. 


sales 


In women’s lines, straws, wedgies, 
and casuals were best sellers for the 
entire summer season to date. High 
style, high heeled dress shoes were 
“slow many stores. A 
department manager expressed the 
opinion that the public’s luke-warm 
acceptance of—and sometimes actu- 
al rejection of—the sack and other 
styles in the women’s fashion field 
had severely affected sales of high 
style footwear. 


movers” in 


In family type stores, canvas foot 
wear continued to move rapidly. A 
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number of retailers admitted that 
their sales of canvas footwear and 
baby shoes have “‘kept them in busi- 
ness”’. 

The majority of retailers, how- 
ever, express the feeling that the 
worst is over, and with fall, retail 
sales will bounce back to normal. 


Chicago Sellers Look 
To Fall for Spark 


CHICAGO shoe retailers look to 
fall for a new spark in business. 
Summer clearance sales have about 
run their course. The upturn noted 
in May and June is expected to con- 
tinue. Sales of whites and light 
colors were somewhat disappointing 
due to prolonged cool and rainy 
weather, which included most of 
June. However, sale of dark shoes 
continued at a good rate, far above 
normal. 

Stocks are extremely short on 
dark types, but heavy on whites. 
Casual stocks are about normal for 
this time of the year. Clearance sale 
business ran about normal. How- 
ever, again, the weather re- 
duced the enthusiasm of these 
events. 


cool 


This month sees the launching of 
extensive Back-to-College promo- 
tions. Some of these broke in mid- 
July, particularly the special col- 
lege sections in downtown depart- 
ment stores. Children’s and teen-age 
shoes are expected to get an earlier 
than usual spur early this month, 
with heavier than usual advertising 
and promotions. Light weight dark 
transition shoes began to show ac- 
tivity in mid-July. More calf than 
suedes have been selling. 

Advance retail selling in this area 
is always led by the mail order 
houses. Fall and winter catalogs 
were distributed July 1. Prices, for 
the most part, are about on the same 
level as a year ago. An early sam- 
pling of orders shows T-straps tak- 
ing over slightly from pumps. How- 
ever, pumps are still the over-all vol- 
ume dress shoe. Tapered toes are 
dominant in this medium, with a 
few needle toe styles also being in- 
cluded in fall orders. Little heels 
are given more pages and space than 
ever before, and are being well ac- 
cepted. Flexible construction is fea- 
tured in a large percentage of both 
dress and tailored types. Red is still 
a question in regular over-the-coun- 
ter retail selling, but gets special 
emphasis, including actual color rep- 

CONTINUED ON PAGE 54] 





DOWNTOWN—SOUTHDALE 


Open Thursday Night 


46 
Bleck nylon shew 
ol ipeen. 19.95 


Orter Prowch Serine Shoes te 11 56 


ONE HOUR FREE PARKING oF VAW Parking Station on North Sixth Just OM Hennepia 


Here's Cool 
Comfort Afoot With 


Frencn Snainer 
men's Gitte (ually snous 


Ventilateds 


They give you cool, breezy foot 
comfort on the hottest days 


19” 


Dozens of styles await y 
lo-cut styles 


our inspection... new 


. new nylen weaves... New 


ventilated leathers .. . New colors and two-tone 
shades Smart to look at, coo 
th every step, pus the 
ty. Get set for the hot 


to wear... light 
weight... 
finest leathers for durab 
deys—now, 


. @ breeze w 


MAIL ORDER NOW 
JUSTERS, 37 So. érh 1. Minsempeiie 2, Mi 








hard hitting men's ad features staple types including the durable wing-tip 
The seller plugs integrity through 50th year mention and includes a mail 


order form. 


Coolness is overall theme. Juster's, Los Angeles (5 cols). 
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AMAZING NEW PROFIT-MAKER 
FOR SHOE STORES... 


FRUIT OF THE LOOM UNDERWEAR 
! 


“Profits from Fruit of the Loom Underwear far ex- 
ceed my expectations,” says shoe chain operator 
FP Charles Marbach of County Shoe Center 
— New York. 


“Selling Fruit of the Loom Underwear 

in my shoe stores proved to be a natural 

and fast profit-maker. I’m making it 
a part of my permanent operation.” 


Fruit of the Loom shirts and shorts retail prices are 


fixed at 49¢ _ 69¢ 


. .- America’s most in-demand price range! 
More underwear is sold at these prices than any 
other price. 


Fruit of the Loom Tee Shirts, Athletic Shirts and 
Briefs are pre-packed in Cellophane bags for impulse 
action, fast self-selection ...customer’s protection. 
A 107 year old brand, known and respected by women 
and men. 


Fruit of the Loom’s hard-hitting national advertising 
schedule works for you in: * Life * Look * New York 
Times Magazine * Parade * Metro Group and net- 
work TV. 


Complete line of Fruit of the Loom Men’s and Boys’ 
Underwear, priced for easy sales! 

Competitively priced, yet plenty of markup for you, plenty 
of value for your customers. No 

wonder Fruit of the Loom is 

a “natural” seller in shoe stores. 


Complete Men’s and Boys’ Size 
Range... includes Men’s Gripper 
and Boxer Shorts, Briefs, Athletic 
and Tee Shirts. For Boys: Boxer 
Shorts, Briefs, Athletic and Tee 
Shirts. 


PROVEN SELF-SELLING RACK! 


MF7 AVAILABLE AT NOMINAL 
COST. 32” square, 54” high. Holds 
45 dozen garments. 
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CLIP THIS COUPON NOW FOR A FAST, HIGH PROFIT 
Union Underwear Company, Dept. S 


Empire State Building 
New York, New York 


Please show me how my store can profit with the 
Fruit of the Loom line of men’s and boys’ underwear. 


NAME 
ADDRESS 
COMPANY. 
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resentation in most catalogs. 
Alden’s, a house which specializes 

in high fashion types, full 

page of scarlet red shoes in the cur 


has a 


rent catalog. The page carries the 
phrase “skirts are shortened this 
season and the accent is on legs— 
make the most of yours in the bril- 
liant The selection in- 
cludes a fiery red suede. 

The same catalog shows a large 
proportion of little heel shoes, with 
the heading “You’ll love the high- 
heel look of two-inch little heels.” 

Interesting treatment is accorded 
children’s School are 
referred to as having “the colleg: 
virl look” and include a variety of 
saddles (some with swivel 
straps), plaid saddles, the jelly bean 
shoe, ribbed soles on the bicycle ox- 
ford, shoe locks on bubble saddles, 
bal oxfords and dirty bucks, and also 
a variety of hook and eye styles 


« 


Girls’ shoes up to size 3 are referred 


new color.” 


shoes. shoes 


classic 


” 


to as “little sister” shoes and those 


from 31% on up as “big sister.” 
Lethargy Overtakes 
St. Louis Shoppers 
LETHARGY keynoted retail shoe 
sales in St. Louis. Traffic was light 
in downtown moderately 
light in medium-price and casual de- 
partments; and fair to brisk in 
downstairs stores and local chains. 
In the family type stores, stocks 
of women’s novelty casuals are still 
Men’s, 


women’s and children’s basic casuals 


salons; 


considered unhealthily high. 


and playshoes, including rubber soled 
canvas pairs, have chalked up their 
good summer for 
Supplies of these types are well in 


usual retailers. 
line. 

Inventories of men’s summer shoes 
higher than here 
would like, although in isolated cases 
report their stocks of seasonal types 
on hand are in excellent shape. One 
his extra 
push for teen-age lad business with 
upping totals well 
over his corresponding figures for 
the same period last year. 


remain dealers 


downtown dealer credits 


his six months’ 


Dealers in general are using the 
mid-summer slack season to adjust 
their sights on fall selling. 
are aiming at bigger teen-age gir] 
volume for back-to-school buying. 
Advertising and promotional plans 


Several 
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are being revised to cater to this ac- 
tive and lucrative market. 

One downtown retailer plans a 
heavier than ever play for the work- 
ing girl customer this fall. He is 
stocking top strength in the under- 
$15 price bracket. The total number 
of jobless in St. Louis is listed as up, 
but the figures include approximately 
6000 new entrants into the labor 
market from area high schools and 
colleges. Jobs are scarce for these 
new entrants, who are potential shoe 
customers now, actual shoe custom- 
ers when they land their permanent 
positions. 

Transitional shoes for women went 
into store windows on a limited scale 
beginning the third week in July. 
Only a scattering of dark shoes is 
moving. However, in some cases cus- 
tomers come in for clearance bar- 
gains and end up buying a transi- 
tional silk pump when they cannot 
be fitted in sale shoes. White pumps 
have practically disappeared, with 
“ach of two independent outlets re- 
porting only 30 pairs remaining. 
Patents from spring have been some- 
what sticky. Retailers agree that 
they had more spring pairs to clear 
than summer patterns, for which 
they credit close to the belt summer 
buying. 

At clearance 
have 
customers. 


prices red pumps 
definitely requested by 
With transitional ready- 


been 


L miller's travelers 


to-wear playing up dark cotton plaids 
in combinations of red, blue, green 
and charcoal, red pumps become 
thrifty complements to the mid-sea- 
son office chemise. The red shoe will 
be replaced later with a dark calf. 
Proper Shoe Store, 2714 Cherokee 
Street in south St. Louis, furnished 
Grace Walker shoes for the singing 
and dancing choruses of the Munici- 
pal Opera production, “Rose Marie.” 


Seasonal Selling 
Falters in Milwaukee 


AGGRESSIVE merchandising tac- 
tics have been needed to bolster Mil- 
waukee retail activities this summer. 
Stores breaking early with price pro- 
motions have been in the minority. 
Absence of the hot summer tempera- 
tures, according to several ladies’ 
shoe buyers, has taken a toll of their 
seasonal promotions. Not all buyers 
are complaining, however. Several 
claim that lack of torrid tempera- 
tures has also worked to their ad- 
vantage: It permits store sales per- 
sonnel to promote both regular and 
summer styles at the same time. 

Men’s shoe buyers report spotty 
conditions. Summer sales are lag- 
ging. A rundown of Father’s Day 
activities revealed that volume for 
that event was not quite up to last 
year’s totals in most Silk 
shantungs have failed to measure up 
to earlier expectations. Casuals have 


stores. 


been moving at a fair pace. Slipons, 
| CONTINUED ON PAGE 68] 


plumage colors in cotton 


The spectator pump presented here with complementary frocks remains the most 
fashionable summer travel shoe. The American girl is seen in them everywhere 
from the Place de la Concorde to Main Street. A Harris, Dallas (7 cols). 
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We re Proud to be 
$0 Popular... but 


= 


. . is an accepted trademark registered in the United States Patent Office. While 
many would like to employ it, legally it may be used ONLY to identify the genuine 


RIPPLE” Sole. 


The Sole That Changed the 
Walking Habits of the Nation! 


¢ Acclaimed by consumers, shoe retailers, 
manufacturers 

¢ Advertised extensively in consumer and trade 
publications 
Covered by U.S. Pat. numbers 2,710,461 
and 2,833,057 as well as foreign patents 


IMPORTANT NOTICE 


Good news travels fast . . . and the amazing For most effective results from your advertising, 
. “i Ip -K ‘ > Ve > > . ~ 
comfort of RIPPLE® Soles have made them therefore, make sure these trademarks RIPPLE’ 
today’s fastest-selling footwear. : ; oo . 

Sole — RIPPLE" Heel — RIPPLE” Sole Shoes are 


Now backed by aggressive, national consumer ; SS “EC. . 
advertising in 17 leading fashion, home, sports used properly. | older on FREE Sales Aids — 
magazines — RIPPLE" Sole is your greatest for the asking. Write: 
profitunity in years! 

BEEBE RUBBER COMPANY 
As the registered trademark of the RIPPLE SOLE aan, BFE LSA) 
CORPORATION, RIPPLE® Sole may be applied KAUFMAN RUBBER COMPANY LTD 
only to its products, not to other ridged, ribbed, Kitchener, Ontario (Canada ) 
dimpled, wavy or corrugated soles. 


For assistance with advertising copy... write: 


RIPPLE SOLE CORPORATION 28 West Adams Ave., Detroit 26, Mich. 
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More and more creative footwear designers are looking to Lastex for fresh inspiration. Witness this completely new back—com- 


pletely elasticized to move with every step, yet cling gently but firmly to the heel. “‘Crisscross” is another new technique 


created with Lastex for using either leather or fabric to give your high-style footwear more softness, flexibility and finer fit. 


TEXTILE DIVISION 


US United States Rubber 


Rockefeller Center, New York 20, N. 
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Manutacturing - Markets 





Milwaukee 


P RODUCERS of shoes here moved into the second half 
of 1958 with a feeling of cautious optimism. The general 
tone of business is reportedly improved and the fall out- 
look is good. Scars still remain from a tough spring which 
saw factory shipments dip below expectations. It is the 
exceptional shoe manufacturer here who does not report 
at least a slight decline in his totals for the first six 
months of the year. Children’s lines appear to have been 
least affected by the general dropoff. 

Plants are averaging production schedules of about 80 
per cent capacity. Several key plant executives expressed 
confidence that most of this year’s volume loss could be 
recaptured if the nation’s retailers were able to latch on 
to about 45 days of good selling conditions. 

An upswing in orders during June went a good way 
towards making up the sales losses experienced during 
the disappointing March and April period. A few major 
men’s shoe producers inform that their salesmen are find- 
ing it necessary to spend more time out in the field round- 
ing up fall orders. Keener competition and a continuing 
tendency among dealers to order cautiously is forcing the 
factory sales reps to dig longer and deeper to come up 
with the business. 

Back-to-school ordering and shipments are at a formid- 
able level, comparing favorably with last year. On a 
pairage basis, children’s shoes are said to be providing a 
gaining proportion of the area’s footwear output. 

On the men’s shoe style front, nothing new is being 
reported. Based on some scattered reports from dealers, 
there is some feeling that the pendulum may have swung 
too far in favor of lighter weight designs for men’s shoes. 
Complaints have been noted from dealers in certain areas 
that not enough of the heavier shoes are being made 
available. 

The trend to darker hues for men’s footwear, according 
to shoe stylists here, is expected to continue strong even 
to this coming spring season. 


Chicago 


THE outlook remains favorable for a continued upturn 
in manufacturing and wholesaling headquarters in the 
Chicago area. Orders are running somewhat ahead of a 
First. 
it was just a year ago that the slump began to make itself 
felt, so this is partially a return to normal following this 


year ago. Several factors are responsible for this. 


decline. Also, orders for spring shoes were below normal. 
However the upturn in late spring took most of the dark 
shoes from retailers shelves, leaving some shortages. 

The immediate problem has been deliveries. Many re- 
tailers are asking at least a portion of regular fall shoes 
at the same time as back-to-school merchandise. Weather 
retarded sales of whites and summer types. But 
sales of dark shoes continued through June. further reduc 
ing stocks. This, with the combined upturn, is bringing 
excessive pressure for dark and heavier type shoes. 

Despite the usual early talk in fashion quarters of a 
renewed interest in colors, there is only slight deviation 


other 


from black as far as the over-all volume is concerned. 
Brown, especially the true browns rather than the black- 
ened versions, has been ordered somewhat heavier than 
usual due to the influence in ready-to-wear. Red and 
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green show some activity in high style outlets, but it is 
negligible. 

There is some inclination to favor T-straps in increasing 
amounts as compared with pumps. However, second or- 
ders, and most shoes marked for delivery after October 1 
are in some versions of closed pumps. The only 
tions are the extreme dress shoes, slated for late fall and 


With the tapered toe dominating in 


excep 
holiday business. 
mail order catalogs, this has become a staple. Even the 
needle toe is gaining in mail orders, conservative chains, 
and in other previously unacceptable outlets. 

Little heels continue to show strength, with indications 
that this segment hasn’t even started to reach its peak 
The more high fashion shoes offered on this medium seem 
to develop new markets with much growth still possible 
The another fast field, 
which may cut somewhat into the regular casual business. 


sports types represent growing 


This includes the various new versions of the saddle and 
bal types oxfords. 
in the light weight flexible treatments and also in the 
heavier versions with ribbed and 
constructions. The chucka type boot for women is being 


Fall opens up new possibilities both 


other novel crepe sole 
accepted for college and teen age trade and is taking over 
The 


tapered saddles and hook and eye types are also extending 


in a new market the young suburban matron. new 


to this segment of the shoe buying public. 


New England 


With vacation shut-downs at an end, practically all New 
England manufacturers of women’s shoes find themselves 
busier than they had anticipated. This applies to makers 
of dress shoes as well as to casual houses. Reports of 
production increases as large as 20 per cent over the rate 
prevailing prior to the shut-down are common. 

Orders which had piled up during the vacation period 
included re-orders on fall shoes from larger stores many 
of which had taken delivery first 


as June and had sold enough to find out which patterns, 


on thei buys as early 
colors and materials could be counted on to produce the 
needed volume. In this re-order business, it was explained 
by one factory representative, lies the profit. 


Added to 


first buys from smaller stores. 


these, manufacturers report an increase in 
most of whom had held off 
With inventories 
low, they found themselves open to buy during the second 
and third weeks of July. 


One of the most heartening reports is the acceptance 


until near the end of their summer sales. 


of the tapered toe last by smaller retailers who hitherto 


have refused to stock it, either because they had always 
middle of the road had 


thought the new toe shape to be a flash in the pan—too 


carried styles, or because they 
short-lived to bother about. 

Another heartening report is to the effect that types of 
large and small, high style and conservative, 
decided to This 


report, comes from salesmen who have been in their terri 


retailers, 
have apparently forget the recession. 
tories for the last six weeks. 

Orders for back to 


than encouraging to children’s shoe manufacturers; and 


school shoes continue to be more 
work shoes for men show an increase except in a few 
highly The best 


business is coming from the agricultural middle west and 


industrialized sections of the country. 


southwest. 
CONTINUED ON FOLLOWING PAGE |} 
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Manufacturing - Markets 





New York 


Now that the vacation period is over, New York shoe 
manufacturers have resumed the serious business of mak- 
next season’s shoes for men, women and children. 
these that they 
Production is at a high level. Their 
fir-t concern is meeting “immediate deliveries.” Beyond 
that. they have plenty of cutting on hand. Many of the 
high grade women's shoe factories are sold up through 
the end of September and into the middle of October. 


ing the 


The majority of manufacturers report 


ire “very busy. 


Phes expect that size-ups on the early fall shoes will help 


maintain production at near capacity. Getting delivery 
of the new wood they have on order has been a big prob- 
but the bottleneck is being eased just as 


lem for many: 


quickly as is humanly possible. 


In women’s shoes, most of the orders call for closed 


shoes especially tailored and dress pumps. The demand, 
as usual. is for lots of black and some browns—in smooth 
leathers. peau de soie and suedes (the latter in colors too). 
Orders for unlined walking shoes are showing up impor- 
tantly and in this category there has been interest in 
taupe browns. 

It takes a little time to get things moving along smoothly. 
However, manufacturers indicate that they are optimistic 
about the prospects for the shoe business. They feel that 
the bottom of the recession has been struck amd from here 
on in things should be on the upturn. They reason that 
retailers cleared out a lot of duds during their clearance 
sales and should now be ready for the first fall shoes and 
These 
determine the rate of size-ups and fill-ins. 

For the most part, manufacturers start the new season 


their customers’ reactions to them. reactions will 


in high gear. 


Los Angeles 


Activity can definitely be rated as good on the Los 
Angeles area production scene. Many promises made by 


retailers during the last shoe show are actually being 
kept. It isn’t a flood of orders but the buying tempo does 
indicate confidence in the future. 

Some local in-stock houses are in a retailer’s position; 
that is, they are over-inventoried. Some clearance is going 
on as a result, but nothing that could be even remotely 
interpreted as a market break. 

\t the manufacturer's level the business readjustment 
of the last few months has brought many blessings. For 
one thing, production policies have firmed considerably 
and a more businesslike attitude toward workers and pro- 
duction quotas is noticeable. Units per man are definitely 
up: absenteeism is way down, almost non-existent; the 
work turned out is definitely better. Every one from sales 
reps to cutters seems to feel the party-game is over and 
it's time to act like grownups. 

Prices are definitely firm. Most manufacturers agree 
that margin of profit is so close that unless a general price 
break in both labor and materials occurs no selling price 
In view of long term Government 
commitments, a general price break is only a fairy story, 


slashing is possible. 


they agree. There is definitely an increase in demand in 
the medium price groups, however. This is the first evi- 
dence of down-grading in demand on the part of the con- 
sumer noticed in several years. 
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The woman who has been buying $29.95 shoes is asking 
for something in the $22.95 group, and those who formerly 
purchased in that category are deciding that those $18.95 
pumps are pretty cute, after all. Medium priced manu- 
facturers find their salesmen are cracking markets that 
they have considered closed to them. 

It is certainly true that the more aggressive manulac- 
turers are finding the business is there to be had. The 
ones who go after it with strong sales effort are doing most 
of their worrying over delivery schedules. 


St. Louis 


Pace of production continues strong in the St. Louis 
area, as is typical for this time of year. Factories are 
working on a full five-day schedule, with a considerable 
amount of overtime reported from many producers. The 
backlog of orders already on the books will carry most 
plants through September. 

Although volume for the first six months of 1958 is 
listed as down 10 per cent or more for major houses, vol 
ume for several of the smaller firms is reported as up. 
All producers agree on one point: prospects for the sec- 
ond half of the year appear good. The pattern of fall 
huying by retailers has been set now as close-to-the-belt. 
Manufacturers are aware that dealers who bought cau- 
tiously for summer are in excellent shape to face fall. 
Retailers who bought unhesitantly for 1958 as they did 
for 1957 form the group waving distress flags. 

St. Louis line intensified 
efforts to assist retail stores in adding new customers. 
Since 38 million children will be going back to school in 
new shoes, a big potential exists for increasing business, 


general houses have thei 


according to one market research director. The importance 
of smart aggressive merchandising is pointed to as para- 
mount. 

Aiming directly at the consumer level, one area _pro- 
ducer of women’s high style dress shoes and casuals has 
included a regular plan of fashion promotion via television 
and radio programs. Guest appearances on TV have be- 
personnel of the firm. 


routine to the executive 


Fashion-stressing radio copy is sent by the company to 


come 


stations all over the country. 


scale are under way for one 


brands of women’s 


Contests on a_ national 
brand of children’s shoes and three 
and misses’ footwear, all sponsored by local producers 
and featuring dealer tie-ins. 

No details have been released yet by the St. Louis Shoe 
Manufacturers Association regarding its recent decision 
to open the St. Louis shoe show to exhibitors from outside 
the Association area. Local facilities are being carefully 
considered for possible use in expanding display space. 





According to the historian, it is possible to trace the 
development of many civilizations from their early days 
to their decadence, by the shoes that their members wore. 
Primitive times are indicated by a crude foot protection. 
This is followed by simple, well made, but entirely func- 
tional designs, created and worn by people who are well 
balanced and practical. Next, every effort is made to 
denote wealth and rank by refinement of details on foot- 
gear. After this there’s a production of foot dress in which 
protection is thought of less and less. What eventually 
follows is the bejewelled and beautifully ornamented shoes 
that are made of fine fabrics and leathers. 


Boot and Shoe Recorder 





((' Style Notes from 
White e Junior 


UR instock DEPARTMENT 


WU web 
LET OUR SHELVES BE YO 
Orders in to 
HAPPY Fenn Lined Ro H—Premivy um will Lined —One Piece 
eather Bow on a. e —Com- ak Bend eer Sole—New 
position Sol —New Semi- i te S Ye 
50! atent. 5003 \ la a. patent 
Red Patent 
Bio ck 
Kid Suede 


A,B,C. 122-3 
$3.40 
AN—Premium T 
Pivot An nkle 
Leather 
Sol 


ck 
uede wees eid 
Guede Bow 


Round Throat—f! ivot 
$ ri—C 


Tie—White 
i-Po inted Toe 


- 
od Plu 
ys — Plush Pig 


Knol 
> 5049 Black Cambi 





Styles in Stock 
te delivery 
mMmAmN* uA 


Che Commpony 


Over 190 
r immedia 


C4 White union 


in Shoe CO., 


ES OFFICES LOS ANGELES: M. S: Rifk 
SAN rN Kaye & a Shoe LO 





fo 


NeW YOR 
LOUIS: Ro 





759 So. Los Angeles St. 
to., 91 Fil ist St. ST 


om 132, Merchand 











ORK: 933- 45 Marbridge 


are out today! 


a, B. ©; 


Ankle 


om 


nc TUR 


se Mart, | 


4 $4.29 


ERS 


rGovUrY ar 


Bidg.. 


K Ansa”? 


47 W. 34th St 


10th & Washington 














August |, 1958 








ge 


NATIONAL BACK COVER | 
ADVERTISING EVERY 
MONTH ON 


| Ea’ 
shoes and leo-tards 


brings you high profits, 
fast turnover 










BALLETS 





BASIC 
LEO-TARDS 


Same-day shipment 
Free Catalog 
on request 














Editorial 
[CONTINUED FROM PAGE 17] 


tain conditions, be considered similarly guilty of a crime. 

Routine or special merit increases and adjustments in 
piece work rates, given during a campaign to unionize 
or while collective bargaining was in process, could be 
construed as having been granted to influence the em- 
ployes’ decision. 

NRF says that there are hundreds of similar situations 
which are every day occurrences in labor-management re- 
lations which could be judged crimes under the obscurities 
of this section of the Kennedy-Ives Act. 

The Labor-Management Relations Act spells out in full 
detail remedies for situations arising under which an em- 
ployer engages in any conduct, whether by payment, o1 
otherwise, which interferes with his employes’ rights to 
organize and bargain collectively once a representative has 
been chosen. 

For these specific remedies, Section 607 and other sec- 
tions of the Kennedy-lves Act, because of their broad 
language, substitute a gray area with wide latitude of in- 
terpretation. Latitude of interpretation not only confuses 
enforcement agencies, but causes the original intent of the 
law to become lost completely when decisions are made at 
court. 

The Act says NRF is “a legislative monstrosity which 

will result in making criminals of employers and labor 
relations counsellors who dare to exercise the rights guar- 
anteed them by the Labor Relations Management-Act and 
the Constitution of the United States.” 
’ The Kennedy-Ives Bill was written to bring about re- 
forms in labor legislation, a necessity for which had been 
clearly demonstrated by testimony before the McClellan 
Committee. As passed by the Senate, it fails in this pri- 
mary purpose. It endangers the position of employers by 
seriously amending safeguards guaranteed to them in the 
Taft-Hartley Act. 

The Kennedy-Ives Act is misleading and vague. It is 
misleading because it masquerades as a remedy for condi- 
tions disclosed by the McClellan Committee. It is vague, 
and this vagueness could become a straight-jacket on em- 
ployer-employe relations, to the ultimate disadvantage of 
both. 

Open hearings on the bill will bring to Washington men 
who are qualified to testify on the practicalities of the Act, 
what its results may be, and its legal ramifications. The 
Kennedy-Ives Act should be referred to the House Labor 
Committee for full and open discussion. Letters to mem- 
bers of the House of Representatives from retailers and 
other business men, large and small, will bring about such 
action. 


A Key to Success 
with Men’s Shoes 


DENVER—A four-notched key has opened the door to 
unusual success in the men’s shoe department of J. C. 
Penney's downtown store, according to John F. Tanko, 
manager of the department. 

First notch is “getting the assortment to cover every 
man, such as soft kangaroos for the old man, dress shoes 
and light weight casuals for the business man, and most 
important, a large run of the right styles in the right sizes 
for the young man, from 10 to 18 years old” (Mr. Tanko’s 
words). Second is having basic items as well as styles on 
the shelves at all times, with new items constantly arriving. 

“Backing our fit 100 per cent is another essential in 
merchandising.” continued Mr. 

[CONTINUED ON PAGE 63| 


successful men’s shoe 
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A Lightweight 
Goodyear Welt Shoe 
[CONTINUED FROM PAGE 44] 


nearly 214 pounds, a half pound 
more than the new welts. 

In the new welts lighter upper 
leathers are used. This not only con- 
tributes to lighter total shoe weight, 
but results in a cost savings. Again, 
a lighter, more flexible, less costly 
insole is required. 

The outsole on these new welts is 
also lighter (a 7% to 8% iron) in 
actual weight, and is smaller and 
narrower, which further reduces 
weight. Stitching on the upper sole- 
edge surface isn’t visible. Lighter 
welting is also used on these shoes. 
And lighter, smaller, more flexible 
counters are used. 

It may come as a surprise to many 
shoemen to learn that it is easier to 
make a close-edge sole than an ex- 
tension sole on a man’s shoe. The 
extension edge requires extra or 
more skilled operations such as edge 
trimming, edge setting, rough round- 
ing, stitching, etc. Extreme skill is 
required to maintain an exacting 
margin around the entire edge of the 
extension sole. Hence, reduction of 
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operations and skills as needed with 
the close-edged soles results in a 
cost and time saving. 

The new Goodyear welt achieves 
greater flexibility not only through 
the lighter outsole and upper, but 
also because a thinner layer of bot- 
tom filler (a cork-latex substance to 
fill the cavity between outsole and 
insole) is necessary. The thinner 
layer of bottom filler also reduces 
weight. 

Incidentally, shoe industry techni- 
cians have begun to question seri- 
ously the matter of “flexibility” in a 
shoe. How flexible should a shoe be? 
That is, what is the best or most 
desirable degree of flexibility in the 
interests of foot comfort and foot 
health? It has been found that over- 
flexible shoes can often contribute to 
foot discomfort; for example, a ‘“‘bit- 
ing’? sensation over the top of the 
toes when the shoe over-flexes. Thus, 
say these technicians, there is need 
for a “standard” of flexibility in 
shoes, so that the desirable degree 
of flexibility is achieved without 
spilling over into extremes that lead 
to foot discomfort. 

As a result of this “new” type of 
Goodyear welt construction, there 


are savings of 20-25 cents or more 
per pair. This is achieved through 
the use of lighter and smaller out- 
soles and counters, through lighter 
insoles and welting and upper leath- 
ers, through reduced amounts of bot- 
tom filler, and through a reduction 
in the number of operations and de- 
gree of skills required. 

Some manufacturers, impressed by 
the drastic differences in appearance 
of the “new” welts, at first thought 
major changes in equipment would 
be needed to make them. However, 
the “new” welts can be made with 
standard equipment. 

One of the most impressive fea- 
tures of the “new” welt is that it’s 
virtually distinguish 
in appearance a pair of these shoes 
and a pair of cement-process shoes 
made on the same pattern. They’re 
identical in weight, in flexibility, in 
sole-edge appearance, in their over- 
all trim, Continental look. It’s ex- 
pected that this ‘‘new” look in men’s 
Goodyear fresh Goodyear 
welt styling without sacrifice of 
Goodyear welt constructional fea- 
tures—is going to give some inter- 
esting merchandising impetus to 
the seasons ahead. 


impossible to 


welts 


men’s lines in 


the work shoe earns its stripes... 


NEW VUL-CORK C57 and 
VUL-CORK C57 NEOPRENE SOLES 


with deep 


Cambridge introduces the most sure-footed soles ever made . 


chevron tread now added to the built-in, skid-resistant qualities of 


Vul-Cork’s cellular cork particles. 


Lightweight, resilient and flexible, these new soles are insulated for winter 


warmth and summer comfort . 


. and constructed for long and rugged wear. 


Vul-Cork C57 is designed to fill the usual work shoe needs . 


while Vul-Cork C57 Neoprene is especially recommended for surfaces 


where heat, oils, greases or chemicals tend to damage ordinary soles 


Yes, wherever there's room for improvement in work shoe soles, 


you'll find Cambridge working to stay the best 


Vul-Cork Sole Division, Cambridge Rubber Company, Taneytown, Maryland. 


VUL-CORK & VUL-CORK NEOP 


So light, so flexible, so resilient 
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Make a New Year’s 
Start at Christmas 
[CONTINUED FROM PAGE 39]| 


how to move these items? We think especially of women’s 
hose this year since color has made big business for 
hosiery. There is nothing more gratefully received than 
beautiful stockings and this should be even truer this 
year when style-conscious women are longing for a hosiery 
wardrobe in colors. 

And, of course, another sure-fire present is a handsome 
handbag, whether for daytime or evening wear. We think 
that more can be done to sell attractive and smart acces- 
sories for the bag. We show some interesting and beauti- 
ful examples here, varied in type for different uses. 

Slippers, of course, are so near to your main business 
that perhaps you take them for granted. But why not 
give some thought to the idea of a gift of a slipper ward- 
robe—two or maybe three types where a generous, glamor- 
ous present is wanted? 


“Barely There”? Stockings 





A new "barely there" shade of navy for fall in a barely 

there sheer heel, demi-toe seamless stocking by Hanes, 

subtle complement to the elegant velvet brocade T-strap 

with new bareback. Seamless simplicity of the hosiery is 

also a perfect accompaniment to the high-riding sheer 
chiffon sheath with opulent fox hemline. 


Just about the oddest shoe polish ever used on footwear 
was a preparation popular with the early Italians. This 
Just about the 
American shoe 
of un- 


was a mixture with a heavy honey base. 
recommended by 


1900s. It consisted 


next oddest was highly 
manufacturers in the early 
adulterated castor oil. 
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September Weather 


[CONTINUED FROM PAGE 49 | 


northern Florida and most of Georgia will be relatively 
dry. 


Area IV: North Central 


Most locations in Wyoming and the Dakotas will be 
slightly wetter than usual in September. Other sections 
of this region, including Iowa, Kansas, Missouri and Ne- 
braska, should be generally drier than normal. Tempera- 
tures will range from near normal along the eastern slopes 
of the Rocky Mountains to three or four degrees below 
normal in Minnesota, Iowa and Missouri. 


Area V: South Central 


Extremely wet conditions are forecast for Louisiana and 
Arkansas. In contrast, most stations in central Texas, from 
San Antonio to Amarillo, will be very dry, averaging only 
50 per cent, or less, of normal rainfall. Temperatures will 
be near normal in west Texas and approximately three de- 
grees below normal in the eastern portions of Louisiana 
and Arkansas. 


Area VI: Northwest 


Coastal sections of Washington and most of British 
Columbia will be drier than normal in September. Inland 
areas, including Idaho and the southeast quarter of Oregon, 
will average as much as 150 per cent of normal rainfall. 
Temperatures will average two to three degrees above nor- 
mal. Last year. the weather pattern was very similar to 
this forecast. 


Area VII: Southwest 

Southern California will be relatively dry with most 
locations averaging only 50 to 75 per cent of normal rain- 
fali. In contrast, most of Arizona, Nevada, Utah and the 
extreme northern portions of California are expected to be 
wetter than usual. Temperatures will range from two de- 
grees above normal in California to four degrees above 
normal in Nevada. 


A Key to Success 
| CONTINUED FROM PAGE 60 | 


Tanko. “We want it back if it isn’t right. If the guys or 
the gals in the department have any doubts about the fit 
they call me. This has built confidence and repeat trade 
for our department more than any single factor,” Mr. 
Tanko said. 

Shopping competition constantly, and having an ear at 
al! times to what the salesmen in the department and the 
customers say, make up the fourth notch in the success 
key. To give the sales force and buyers a hearing on all 
men’s shoe problems, Penney’s have a semi-annual three- 
day shoe meeting at the Park Lane Hotel here, with Kan- 
sas City, Oklahoma City and the Denver area participating. 
New trends and prices are discussed, with the New York 
office supervising the meeting. 

Penney’s appeals to the “middle-man.” which, as Mr. 
Tanko says, represents 75 per cent of the public in this 
area. Men’s dress shoes range from $8.95 to $15.95; men’s 
casuals from $3.98 to $8.95, and work shoes from a special- 
priced item at $5.88 up to $18.95. 

Newspaper advertising is at a minimum, appearing in 
the papers as definite shoe ads only at Easter time and 
back-to-school time, but shoes are constantly co-ordinated 
with other apparel in every window at all times. Boys’ 
shoes especially are emphasized in these windows. 
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What’s in a Shoe 
and How to Sell It 


| CONTINUED FROM PAGE 43) 
shank area—almost a custom-fitting 
process. 

The fitting of the shank to the 
last and shoe is very important. Use 
of the wrong shank or size, or care- 
less placement of the shank, can 
bring customer or retail store com- 
plaints. Some of the faulty end re- 
sults, for example, are distortion of 
the with broken _heel- 
breast flaps; kick-back or run-under 
heels; buckling heels; 
squeaking shoes; gaping toplines; 
improperly treading shoes; broken 
shanks; discomfort due to the shoe 
feeling ill-fitted. The retail shoe 
salesman sometimes sees or hears of 
these complaints, which are trouble- 
some to customer and store alike. 
Frequently the cause can be traced 
to some fault in the shank or its 
fitting. 

The shank is attached at the heel 
seat of the shoe, and at the ball line 
or slightly behind. Especially in con- 
toured shanks, the shank must be 
designed and fitted specifically for 
the particular last. In good shoes, 
few shanks are ever bought “out of 
atock,” but instead are designed 
specially for each last. 

At one time shanks came as lefts 
and rights. But today the one shank 
is interchangeable for either shoe. 
Shanks are made in sizes, in accord 
with shoe size. Men’s shoes have the 
widest shanks (averaging one inch) ; 
women’s shank widths average about 
one-half inch; children’s shoes have 
shank widths slightly above or below 
a half inch. The length of most 
shanks runs from about the center 
of the heel seat to the ball line. 

What shank breakage? 
When the shank breaks or cracks, 
the shoe loses much in performance 
value. For example, such a shoe may 
go out of shape easily; or the shank 
area would flatten or even become 
convex, instead of contoured to its 
original the heel might 
buckle or run under. 

What causes shank breakage? Any 
of several things. For instance, a 
heavy, flat-footed person would bear 
direct weight on the center of the 
shoe, and the constant weight and 
stress might cause the shank to crack 
or break. A faulty fitting or position- 


shoe wear; 


loose or 


about 


lines; or 
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ing of the shank could result in 
breakage; or an inferior quality 
shank; or use of the wrong shank 
on a last. An untempered steel shank 
won’t stand the stresses withstood 
by a tempered one. Or, if the metal’s 
grain runs across the shank, instead 
of lengthwise, then even tempering 
can’t insure against breakage. 
Today, however, it is seldom that 
shank breakage occurs. Manufactur- 
ers of shanks have brought in many 
improvements. And manufacturers 
of shoes, recognizing the importance 
of the shank, take more care with 
the selection and application of 
shanks in the shoemaking process. 
Lastly, and briefly, the problem of 
‘squeaking’ in shoes. At one time, 
and particularly in less expensive 
shoes, this was a common problem. 
It is a seldom-heard complaint today. 
Squeaks, when they occur, can fre- 
quently be traced to the shank area. 
What causes it? Often it’s because 
the shoe isn’t “tight’’—that is, isn’t 
held together firmly by a shank. Thus 
a good shank, properly applied, ac- 
tually prevents squeaking in a shoe. 
However, if the shank is wrong in 
size or type or faulty in application 
so that it becomes loose, then it can 
squeaking — and sometimes 
“clicking” sound in 


cause 
may 
walking. 


Merchandising the Shank 
When you buy a car one of your 
primary interests, of course, is the 
styling. But shortly the salesman 
will discuss some of the important 
features of the car’s motor or mech- 
anisms—the “hidden” features. You 
find these interesting and important 
these mechanical ‘“‘hidden”’ 
features have such an_ influential 
bearing on the car’s performance 
value, which is what you’re paying 

your money for. 
The same applies 


Cause a 


because 


or should apply 
-to a shoe. And the shank is one of 


these “hidden” features that has 
such an influential bearing on the 
shoe’s performance value. So instead 
of letting it stay “hidden,” bring it 
out into the open where the customer 
can recognize and appreciate its 
values, its contribution to the shoe. 
This gives him a more certain feel- 
ing that he’s getting his full money’s 
worth. It can also help to hasten the 
sale and insure repeat purchases. 

A real asset in merchandising the 
shank in the selling procedure is the 


use of actual samples of shanks for 
demonstrating purposes. The use of 
two or three different styles of steel 
shanks, say, can make it easy for the 
customer to visualize your “talking 
points” as you explain the role of 
the shank in the shoe. And now here 
are some specific shank features that 
can be merchandised to the customer. 

1) Support. The shank serves as a 
bridge or girder (light and graceful, 
yet strong) beneath the arch of the 
foot. Make no claims for the shank 
being an “arch support” (which it 
really isn’t), but rather that it makes 
a firm and secure shoe. Thus the 
wearer can stand or walk with com- 
plete security because of the shank, 
that important “supporting” feature 
built into the shoe. 

2) Shape retention. A shanked 
shoe holds to the original last with 
wear. The shank “locks” the shoe to 
its original lines or shape, prevents 
twisting or distortion. This means 
that the shoe will stay new-looking 
longer. 

3) Fit and Comfort. A shank con- 
tributes to the fit and comfort of the 
shoe. Why? Because the shoe holds 
its original shape better with wear. 
The original good fit and comfort 
are retained. 

4) Appearance. Styling is an im- 
portant point of sales appeal. Cite 
that the shoe’s toplines will retain 
their original hugging effect largely 
because of the shank. The bottom 
lines of the shoe—the graceful con- 
tours of the shoe around the arch 
and waist—are there by virtue of the 
shank which retains the original con- 
tours of the last. 

5) Heel Security. This is impor- 
tant in a women’s shoe, particularly 
in heels above 12/8. The shank in- 
sures that even the slimmest heels 
won’t buckle or run under. This is 
important not only to security but 
to appearance. 

6) Wear. The shank gives the shoe 
a better tread because it holds the 
original tread pattern on the last. 
That is, the shoe doesn’t distort. This 
means that the shoe will wear better, 
look better. 

7) Squeak or Clicking. There is no 
need to mention this point—unless 
the customer raises the question. In 
that case you have a definite answer. 
A good shank in a good shoe ean give 
almost perfect assurance that there 
will be no squeaking or elicking in 
the shank area. 
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Profile: Walter Jones 
CONTINUED FROM PAGE 36] 


Texas, Walter Jones and his partner, 
Gaylord Hankins, leased the I. Miller 
Shoe Salon in that shop. “Probably 
no other city in the country is as 
competitive fine-shoe-wise as Hous- 
ton,” he stated. (There are four 
major departments — Smart Shop, 
Sakowitz, Neiman-Marcus and Bat- 
telstein’s.) ‘“‘When I took the Battel- 
stein department, I realized we 
would have to offer the customer 
not only excellent, almost individual- 
ized service .. . but something new 
and different as well. Up until this 
time, the women in Houston had 
been wearing nothing but open toe 
shoes. I gave them something new 

. the closed pump .. . different, 
attractive, high style.” 

The technique and approach have 
proved to be right. This ability to 
select and buy the kind of shoes 
that will appeal to discriminating, 
fashion-minded women has resulted 
in a highly successful shoe opera- 
tion . outward acknowledgment 
and approval translating themselves 
into multiple sales and a long list of 
satisfied customers. 

At the present time, Walter Jones 
and his partner, Gaylord Hankins, 
have four leased shoe departments: 
in the downtown and_= suburban 
stores of McClurkan and Company 
in Wichita Falls, Texas, and the 
I. Miller Shoe Salons at Battelstein’s 
downtown and River Oaks stores in 
Houston. Walter spends the greater 
part of his time in the I. Miller Sa- 
lon in the downtown Battelstein 
store. He has no office. Prefers to 
be on the floor . . . participating in 
the excitement and pleasure of ser- 
vice to the customers. “I am the 
kind of person who likes people, 
loves the shoe business and I want 
to be where I can hear the ring of 
the cash register,” he 

He knows shoemaking thoroughly. 
Recently, during our interview with 
Edward Russell, Jr., president of 
I, Miller & Sons, he touched on Wal- 
ter’s knowledge of what goes into a 
shoe. We learned that I. Miller has 

. What they call ‘the Walter Jones 
pump” . made according to Wal- 
ter’s suggestions as to detailing and 
specifications. 


says. 


Determination and love of the shoe 
business have been key factors in 
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the success of Walter Jones. “I con- 
tinue to find shoes fascinating,” he 
says, “and even today, when I go 
into a sample room, I get very ex- 
cited.” 

Soft spoken, easy going, slight, 
trim and dapper that’s Walter 
Jones. He is about fifty years old; 
is married; has no children. 

What more can we add to the 
above check list except some telling 
quotes from people who work for 
him...e.g.: “he is a prince; smart, 
wonderful person; as nice as he 
seems”? 
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Correction: 


In the July 15 issue of the RE- 
CORDER, credit should have been given 
to the L. H. Hamel Leather Company 
as one of the firms supplying lining 
materials to illustrate the article, 
“What’s in a Shoe and How to Sell 
It,” which appeared on page 92. 


David Hirsh has been appointed 
merchandise manger of all shoe de- 
partments for E. J. Korvette, Inc., 
discount department chain 
with headquarters in York. 
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Seventy-five Years Growth in Leather 


W EN Julius Lichtman emigrated to this country from 
Germany, shortly after 1880, he brought with him a back- 
ground of 10 years’ European tannery experience. Behind 
him he had left a prosperous tannery, which local political 
conditions had compelled him to abandon. Looking ahead 
toward the future he envisioned in America, he planned to 


devote his new life to farming. 








Julius Lichtman, far left, founder of J. Lichtman & Sons, 
poses with employees in an early photo made at the old 
Market Street Tannery in Newark. 


Upon reaching these shores, however, he faced the more 
immediate prospect of making a living with the experience 
at his disposal. Newark, New Jersey, at that time was a 
teeming leather center; and it was natural for a man with 
Julius Lichtman’s knowledge and experience to gravitate 
to this center. 

As the first bridge to be crossed before acquiring the 
farm acreage he dreamed of, the founder of J. Lichtman 
& Sons worked as a shaver in a Newark tannery and then 
set up a small tannery and warehouse for the jobbing of 
leather on South Orange Avenue, Newark, in 1883. 

Seven years later, Julius Lichtman had to expand and 
acquired the old Nugent Tannery on Market Street. An- 
other move in 1892 gave the growing Lichtman operation 
the Henry Lang Tannery on Arch Street... a plant that 
was completely equipped for vegetable tanning cow and 
steer hides. 

The suecess which the elder Lichtman met in Newark 
was quickly dispelling his original New World dream. 
Important innovations in the processing of leather were 
taking place at the time, and Julius Lichtman was destined 
to play a leading role in these new industry developments. 
The business continued to grow and resist the confinement 
of its existing scattered quarters. All operations were 
consolidated for the first time in 1902, under the roof of 
a new large tannery and warehouse on Market Street. 

Two years later, with his future in the leather business 
clearly defined, Julius Lichtman acquired four square 
blocks of land on Newark’s Frelinghuysen Avenue, moved 
cut of the center of the city, and erected the first building 
on the site which the tannery still occupies today. 

\ new era in the Company’s development began in 1907 
with the completion of the first building on the Freling- 
huysen Avenue site. The Company then became known as 
J. Lichtman & Son when the elder Lichtman made his son, 
Abraham Lichtman, his partner. “Abe” as he has become 
affectionately known in the Trade, had been serving an 
apprenticeship, as was usual in those days. He now 
emerged not only as his father’s partner, but as a man 
with demonstrable administrative abilities which have illu- 
mined his more than 60 years in the leather business. 

At this time, another valuable addition was made to the 


growing tannery management. Rudolph Gross had been 
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engaged in the leather business in Hamburg and in Prague. 
As a result of Lichtman’s contacts in the European mar- 
ket, Mr. Gross came to the United States and in 1907 
joined the Lichtman Company. In addition to managing 
Metropolitan sales for the tannery, Mr. Gross made fre- 
quent trips to Europe. Rudolph Gross was actively asso- 
ciated with the Lichtman Company for over 35 years, until 
his death in 1945. 

By the end of World War I, the tannery again faced 
the need for expansion. An addition was made on the 
Frelinghuysen Avenue plant which increased floor space 
to more than 100,000 square feet. This marked another 
step in Julius Lichtman’s plans. Surrounded by his sons 
and son-in-law, he was ready for the challenges of the 
post-war era. However, suddenly in 1920, Julius Lichtman 
the founder died. While he was destined never to realize 
his first ambition on arriving in America, he left behind 
him a business that had grown to become a major factor 
in the leather trade. The business was intact; and with it 
the principles on which it had been established: a jealous 
protection of reputation; an impatience with existing prod- 
uct quality; and a devotion to the satisfaction of every 
Lichtman customer. 

Abraham Lichtman succeeded his father as President 
of J. Lichtman & Sons. Under his leadership. and assisted 
by his brothers, Harry Lichtman and Fred Lichtman, and 
Rudolph Gross, the business continued its growth. 


The Lichtman succession in 1939. Left to right: Abraham 
Lichtman, President; son-in-law Rudolph Gross; Fred J. 
Lichtman; and the late Harry Lichtman. 


Assuming the perogative, to which his sixty-one years 
of business experience most certainly entitles him, Abra- 
ham Lichtman today forecasts the firm’s 100th Anniver- 
sary with full and complete confidence in the future. 
Basis for this confidence is faith in the succession of 
Lichtmans with whom the responsibility for management 
lies. His brother, Fred, who developed many tanning and 
finishing innovations for the tannery, and works directly 
with Lichtman customers as technical representative of 
the firm today, is Vice President. Abe’s two sons. Cecil 
and Jules, and his nephew Joe are today responsible for 
the administrative, sales and operations of the Company. 

A fourth generation has now become actively engaged in 
the expanding activities of J. Lichtman & Sons. Julian and 
Robert, sons of Fred Lichtman, have assumed active man- 
agement of the Pittsfield plant. They represent the con- 
tinuance of active family management that has been 
characteristic since 1883. Perhaps this is what prompted 
President Abraham Lichtman to say, “More so than ever 
before we are caught up with the times. We have a brand 
of thinking in our organization, and a brand of action, 
which will enable us to continue leading the way into our 
prosperous first century.” 
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The Customer 
| CONTINUED FROM PAGE 47] 


mind. The salesperson who has a 
comprehensive knowledge of his 
the weaknesses of the cus- 
tomer and the working of his mind, 
can be successful in this case, pro- 
viding he shows a proper amount of 
courtesy, tact, interest and a desire 
to help. He must show shoes that 
will create interest — and _ present 
selling points that will make them 
desirable. The salesperson plays an 
important part here in completing 
the sale, because the customer does 
not know how to fill her needs. Mer- 
chandise information and a knowl- 
edge of fashion are important. 


shoes, 


To determine the efficiency of the 
sales force, it might be wise to check 
into the sales that are lost each day 
and why they are lost. Then deter- 
mine how many shoes are actually 
“sold” as the result of a convincing 
salestalk. Unfortunately, we will be 
greatly disappointed to find that a 
good number of shoes are disposed 
of without being “sold.’”’ Just think 
of the additional business that could 


PACIFATE 


be enjoyed if more shoes were 
“sold.” 
Why sales are lost: 

(1.) The shoes wanted are noi 
carried in stock. Nothing can be 
done about this if the customer is 
adamant or the salesperson is too 
lazy to attempt a “switch” to some 
other shoe that might fill the needs 
of the customer. Many shoes are 
sold unexpectedly this way. The 
salesman must make a_ thorough 
search into the mind of the 
tomer to discover what it is she is 
looking for and then suggest some- 
thing similar or even more suitable. 
This has saved many a walkout. The 
worst that a customer can do is say 
A thorough knowledge of the 
stock is necessary together with a 
convincing manner and a knowledge 
of fashion. 

Always come out with something 
in your hand as a substitute. Never 
come out empty handed. A  substi- 
tute might do the trick and there is 
nothing to lose in making the at- 
tempt. Only the lazy or incompe- 
tent salesperson will shake his head 
and the 
asked for before he has made some 
attempt to show’ something 


cus- 


““no,’’ 


say he doesn’t have shoe 


else. 


> 


More and better training is needed, 
for too many sales are lost in this 
way. 

(2.) The shoes carried in 
stock but a poor job of selling is 
done. This is the result of poor 
training and laziness. The customer 
is going to buy shoes in some store 

-why not yours? Merchandise in- 
formation, knowledge of the foot, 
understanding of the thought proc- 
the and a 


desire to ring the cash register can 


are 


esses of customer basic 
overcome this situation. Every sale 
today. Shoes plentiful 
and a sale lost can never be made up. 
A determined effort must be made to 
“make”’ 


counts are 


every sale. 

(3) The person is a shopper and 
wants to make comparisons. If the 
salesperson is capable he will make 
the po- 


shoes he 


it his business to convince 
tential that the 


is selling are the best for her needs 


customer 


This must be done courteously. The 
salestalk 
that 
resist buying them after comparing 
stores. A 


should be so convincing 


the customer will be unable to 
them with shoes in other 
great difficulty in 
is that the salesperson gives up too 
|CONTINUED ON FOLLOWING PAGI 
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PROTECTED GERMICIDAL SHOE LINING...” ’ 


Preserves leather from drying and cracking 


Retards holes in lining 


Keeps shoes from getting out of shape 


Prevents bacterial decay, 


mildew and odor from perspiration. 


That’s why more and more consumers buy shoes 


with the PACIFATE tag. 


Used by leading manufacturers of men’s, women’s, 


children’s and babies’ shoes. 
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PACIDURA — non-fray, shrink resistant, cotton lining 


PACITEEN — especially for slippers, dyed suede finish lining 


is the ONLY lining ever approved by The National Foot Health Council 


, $10 
\ATHLETE 


\ 
reinfection) 


FOOT | 


i 
APPROVED 
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easily and believes that the sale is 
lost because the customer will look in 
other stores. Confidence in one’s self 
and merchandise presented with the 
greatest effect can recoup many a 
that would be lost to other 
stores. Increased effort and interest 
is important here. 

Shoes are sold for many reasons. 
If the salesperson understands them 
he may do a better job in catering 
to the motives of the customers when 
they come into the store. The follow- 
ing are some reasons why customers 
are so careful when they buy shoes: 

(1) Desire to be admired.—This 
gives the customer a feeling of im- 
portance. That is why so many 
women will wear shoes that are im- 
proper both from a comfort and 
health point of view. The size or 
last might be improper—but if the 
shoes are fashionable they will be 


sale 


worn. 

(2) Desire for romance. Everyone 
wants to be admired by the opposite 
Flattering shoes might be a 
step to romance. If the salesperson 
can convince his customer that the 
shoes are glamorous, the sale will be 
closed much faster. 

(3) Desire for health and to earn 
a living. Shoes are sold in this cate- 
gory because they fill a particular 
need in the minds of many cus- 
tomers. Comfort and the need to 
earn a living are the reasons for the 
sale of so many corrective and sen- 


sex. 


sible shoes. 

(4) The desire to be different. The 
great number of styles, their ex- 
clusiveness and originality are im- 
portant motives for buying shoes. 
$y concentrating on these motives, 
many of the newest and most fash- 
ionable shoes can be sold, regardless 
of their common acceptance. 


Let’s Look at the 
Shoe Price Data 

|CONTINUED FROM PAGE 41] 
This is illustrated in the following 
example. 

Let us assume that a certain con- 
sumer ten years ago bought four 
pairs of shoes, three at $10 a pair 
and one at $3. Now it is 1958, prices 
have increased by 25 per cent, and 
our consumer buys five pairs in the 
year, this time just two at $12.50 
but three at $3.75, the same or simi- 
lar grade of shoe being involved in 
both purchase periods. Ten years 
ago our consumer spent $33 for four 
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pairs of shoes, the average cost per 
pair being $8.25. This year our con- 
sumer spends $36.25 for five pairs 
and the average cost per pair drops 
to $7.25, one dollar a pair less than 
ten years ago—despite a 25 per cent 
rise in prices actually paid. If this 
consumer buys only four pairs this 
year, two in the upper bracket and 
two in the lower, the total cost for 
the four pairs would be $32.50. 
While this would be only slightly 
less than what was spent ten years 
ago, the drop would still be taking 
place in the face of a 25 per cent in- 
crease in prices! 

It is precisely this sort of thing 
that has been taking place in the 
total shoe market. One important 
change that has taken place over the 
past ten years is the shift in impor- 
tance among the various types of 
footwear making up the total. The 
extent of these shifts can be seen 
from the following table which com- 
pares 1957 production with output 
in the 1947-1949 base period. 

It will be noted that the largest 
significant gains took place in the 
lower priced types of footwear— 
playshoes and house slippers, while 
by far the smallest gain in output 
was in the highest average price 
category, men’s shoes. These 
changes have had a sizeable influ- 
ence on the over-all average value 
per pair. 

The preceding discussion is not 
meant to disparage the use of Aver- 
wge Factory Value Per Pair. It is a 
good and valuable statistical tool if 
used properly. But one thing it 
doesn’t do, it doesn’t measure 
changes in the price of shoes; it 
doesn’t tell whether manufacturers 
have or have not increased their 
prices in line with rising costs. For 
information on prices, prices un- 
adulterated by all the other factors 
affecting dollar volume, recourse 
must be made to the B.L.S. Whole- 
sale Price Index or to its Consumer 
Price Index. While even these may 
have their faults, they have the 
virtue of having been designed for 
only one purpose — measuring the 
changes in the price level. 


Review of the 
Retail Trade 

[CONTINUED FROM PAGE 54| 
particularly the perforated, dressy 
types, are generating considerable 
interest among the male shoe pur- 


chasers. 

Deep brown tones have caught on 
firmly, with sales slips showing that 
dark browns have taken a slight edge 
over blacks. Men’s department buy- 
ers expect the deeper shades to con- 
tinue strong through the coming fall 
months. Modified Italian influence in 
men’s footwear fashions should also 
gain in strength, they predict. 

Reports from ladies’ shoe depart- 
ments indicate a spreading desire 
for shoes with less elaborate adorn- 
ments. T-straps, low ties, the sim- 
pler spectators and high heel shoes 
without dressy features are selling 
best in most stores. Medium heels 
are in greater demand in middle 
bracket shoes than they are in the 
high priced numbers. Prints have 
slowed down. Open shank numbers 
have been selling at a surprisingly 
strong pace. 

Brushed suedes in a rainbow of 
offerings are accounting for much of 
the retail volume. Bright blues, olive 
greens, bright reds and russet have 
taken the lead in downtown outlets. 
Black crepe is strong in salon sales. 

Most confidence concerning current 
conditions issues from outlets spe- 
cializing in higher priced merchan- 
dise. One key salon buyer here theo- 
rizes that the recession to date has 
had little impact on the earnings of 
professional and managerial classes 
with the result that these incomes 
remain high and that this group is 
still buying quality and style—not 
price. 

A fall prediction: Several ladies’ 
buyers here are convinced that green 
will prove a leading color this fall. 


Investment Survey Predicts 

Upturn for Shoe Producers 
NEW YORK—A return to “nor- 

mal” sales and earnings for shoe 


manufacturers in the coming 
months appears probable, says The 
Value Line Investment Survey, pub- 
lished by Arnold Bernhard & Com- 
pany, Inc., investment advisers. 
“Even though retailers are continu- 
ing their hand-to-boot buying poli- 
cies, their inventories appear to be 
at such low levels that consumer 
demand will have to be translated 
almost immediately into factory 
orders for the manufacturers.” 

If economic conditions improve as 
expected, The survey points out, 
shoe retailers might be encouraged 
to rebuild inventories. 
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Planned Program 
Built Volume 
CONTINUED FROM PAGE 45] 

At the same time the store was 
completely modernized inside and 
out. 

These increases in volume and the 
accompanying expansions have been 
the results of a number of carefully 
calculated factors: selection of lines; 
knowledge of fitting; consistent ad- 
vertising and promotion; personal- 
ity of Banco and his staff of three; 
and complete honesty and sincerity 
in dealing with customers. 

As the name indicates, Child-Teen 
caters to juveniles. The Buntees 
line, made by the R. J. Potvin Shoe 


Company, takes care of the soft sole | 


infant customers. Older children are 


fitted to Child Life shoes made by | 
Manufacturing | 


the Herbst Shoe 
Company; and style-conscious early 
teenagers buy Young Capezios, both 


dress and dancing shoes, which are | 


carried up to size 6. For active 
sports and play, the store offers the 
Posture Foundation line of the Hood 
Rubber Company; and for wet 
weather wear the Ball Band line dis 
tributed by Dunham Bros. Company. 
To meet children’s hosiery needs, the 
store carries a complete line of 
Trimfit socks. 

Approximately 70 per cent of the 
store’s volume, Banco says, is done 
on the Child Life line. The Buntees 
line, however, he characterizes as a 
strong sales factor since the moth- 


er’s satisfaction with this soft sole | 
shoe serves to cement a relationship | 
chil- | 


which carries into the 


dren’s line. 


over 


With these lines as the backbone | 


of his business, Banco averages a 
three-time turnover. 


How about advertising and sales | 


promotion? 

Quincy has a much better than 
average small city newspaper in 
which Child-Teen carries a consis- 
tent campaign, mapped out long in 
advance of publication. At infre- 
quent intervals, moreover, and since 
Quincy is just south of the Boston 
line, Child-Teen ads are seen in Bos- 
ton papers. Then, too, there is a di- 
rect mail campaign designed to 
reach approximately 20 towns to the 
south and east. Including the city 
of Quincy itself there is a population 
well in excess of 300,000 in what is 
known as the Quincy-South Shore 
area. 


August |, 1958 


Much of this direct mail is | 


processed at low cost on the store’s 
own stencilling machine. The local 
radio station, also, carries frequent 
and regularly scheduled mention of 
the store and its merchandise—three 
times a week during most of the 
year and six times a week during 
peak periods. 

Other promotional 
clude, of course, artistically trimmed 
windows which are frequently 
changed; presents for child 
customer; and, even more important, 
a careful cultivation of practically 
every physician and pediatrician in 


activities in- 


every 


YOU 
NOTICED... 


the area. 

Advertisements and mailing pieces 
are keyed toward this professional 
group. Follow-up calls are made by 
Charles member of 
the staff who at one time managed 
the department in 
the downtown store of 
Thayer McNeil The 
sult of his efforts is seen not only 


Richardson, a 
children’s shoe 

Boston 
Company. re- 
in the prescription business booked 
by the store but also in the continu 
ally 
ers Whose children’s feet are normal 
| CONTINUED ON FOLLOWING PAGE | 
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in every way but who have been ad- 
vised by their physicians that one 
of the best ways of keeping them 
normal and healthy is to have them 
carefully fitted by Banco or one of 
his staff. 

Four of Banco’s most faithful cus- 
tomers, incidentally, are the much 
publicized Manning quadruplets who 
nearby Weymouth. The 
insofar as their shoe needs 


live in 
“quads,” 
are concerned, were “adopted” soon 
after birth by Richard J. Potvin, 
president of the R. J. Potvin Shoe 
Company, fitted at the 
Potvin plant, free of charge, until 
they started to walk and hard soles 
then, the 
been wearing Child 
Every the 
reported to Potvin and 


and were 


were indicated. Since 


‘quads” have 
Life 
“quads” is 
the report 
any adjustment 
found 


shoes. sale to 
includes size, style and 
which it 
to make. These re- 
compiled by Potvin 
they wore Buntees, 


has been 
necessary 
ports, plus those 
during the time 
his continuing research 
feet, their 


are part of 
on children’s care and 
health. 

Three months after any child is 
fitted to the Child-Teen 
store, the child’s mother is reminded 
hy postcard that the time has come 
The majority 
respond to the sugges- 
defi- 
designed 


shoes in 


for a check-up. vast 
of mothers 
wens.” 


not a 


tion. Banco says, “is 
nitely 


merely 


gimmick 
to sell another pair. I am 
convinced that the major reason for 
the fact that 
sincere In our efforts to 
If we 
size 


our success is we are 
obviously 
properly serve our customers. 
that the child’s foot 


not changed, we say so. On the other 


find has 


hand, if we find that a larger size 
are equally frank in 
Mothers 


have come to trust us and our judg- 


is needed, we 
recommending a change. 
ment, much as they trust their fam 
ily physician’s.” 

The enlarged and modernized 
store was opened in August of last 
became the for a 
tenth anniversary sale during which 
shoe customers were presented with 


vear and reason 


new silver dollars. 

The modernization work, done at 
a cost of about $15,000, involved un- 
and ceiling treatments. 
One gets the impression of being 
out of Brown-stained clap- 
boards and cypress paneling are used 
on the lower parts of the walls. The 
ceiling is of heavy beams, widely 


usual wall 


doors. 
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spaced to give the effect of a slant- 
ing trellis. Through this trellis can 
be glimpsed the real ceiling which, 
of course, is sky blue. Red, pink and 
green are other colors which are 
used sparingly but effectively. 

One of the store’s outstanding fea- 
tures is a long wrapping counter in 
the rear. This counter, 17 feet long 
and with the cash register in the 
center, is one long, thick pine plank, 
stained the same brown as that used 
on the ceiling trellis. The wall to 
wall carpet is tan. 

The store front was rebuilt of 
bluestone with three and 
Prior to the expansion, 
were two windows and one 
Furthermore, the window 
were raised to a height of 
about two feet above street level, 
making possible much more effective 


windows 
two doors. 
there 
cle or, 


floors 


displays. 

The twin jobs of designing and 
construction were done by the F. O. 
Lewis Studios, of North Weymouth, 
Mass. 

Child-Teen Shoe 
by a company of which, as already 


Shop is owned 
sanco is president and trea- 
Clerk of the corporation is 
his sister, Rosino Banco, who is also 
« member of the operating staff, 
acting as cashier, wrapping, and en- 
tering size, style and other pertinent 
information on customers’ cards. 
Members of the 
tors, in addition to the two officers, 
are mother, Mrs. Carmela 
Lanco, and his wife, Mrs. M. Mar 
garet Banco. The fourth member of 
the staff, in addition to 
sister Charles Richardson, is 


noted, 
surer. 


board of direc 


Banco’s 


Banco, his 
and 
James Joyce. 

Banco’s first taste of the shoe in- 
dustry was had when, as a lad, he 
sold shoe findings on the road. Some 
time later he became a member of 
the staff of the Grover Cronin de- 
partment store in Waltham, Mass 
There he sold women’s and children’s 
shoes. Just prior to World War II, 
during which he served as a bom 
bardier in the U. S. Air Force, he 
was buyer of women’s and children’s 
shoes at Remick’s, a large Quincy 
apparel store. 

A firm believer in the worthwhile- 
ness of civic activity, he has been 
for many years a member of the 
Quincy Chamber of Commerce and 
for two years was president of that 
body’s Merchants’ Association. 

His store, stocked to fill the shoe 


needs of children from infancy to 
fourteen or perhaps fifteen years of 
age, is the only one of its kind in 
the Quincy-South Shore district, 
an area of about 100 square miles. 


Welded Sole Work 
Shoes Well Received 


A LINE of welded sole work shoes 
recently brought out by Dunham 
Brothers Company of Brattleboro, 
Vermont, has been well accepted 
by retailers, Phillip Chapman, mer- 
chandise manager, announced. 

Mr. Chapman said that Dunham’s 
salesmen “sold in one week what 
was first planned as a _ six-weeks’ 
allotment.” This reenforces Dun- 
ham’s estimate that “50 per cent 
of all work shoes will be of welded 
sole construction within five years.” 

The welded sole work shoe offers 
a waterproof seam, long wearabil- 
ity and all-around ruggedness, 
great flexibility and comfort, Mr. 
Chapman said. It may also be re- 
soled by any of the conventional 
methods. Part of the Dunham 
Brothers line is manufactured with 
leather with Quilon 
chrome complex, a treatment add- 
ing lubrication that maintains it- 
self through the heat of the weld 
ing process. 


processed 


e Literature 


Methods to Train Employees 


® The central theme of ““Employee 
Training Handbook” is the reminder 
that inevitably the biggest part of 
the training done the 
operating personnel. Mr. von Bleiken 


job is by 


EMPLOYEE TRAINING HAND- 
BOOK, by Bleick von Bleiken. Illus- 
trated. 291 pp. Philadelphia: Chilton 
Con $5.50. 


describes the methods that have 
evolved to assure that training be- 
comes a continuous process. 

The primary importance of human 
relationships and human values in 
every management problem is 
stressed. The art of communication 
is developed as a training medium. 
Mr. von Bleiken does not limit his 
discussion to the tools of training— 
visual aids and the like—but empha- 
sizes rather the need for basic, pre- 
planned company objectives from 
which a policy may be evolved and 
brought to bear in all dealings with 
employees. 
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Baker Reporting 
from Washington 

[CONTINUED FROM PAGE 30] 
revolt against Ike for the final two 
years of the present White House 
term (which ends in 1960). 


The federal government will con- 
tinue for at least another year to 
tax the income of incorporated busi- 
ness (except those few earning less 
than $25,000 a year) at 52 per cent. 

Congress talked for a time about 
a cut in the rate from 52 per cent 
to 47 per cent, but in the end left the 
rate where it was because of pleas 
from fiscal experts that the govern- 
ment needs revenue. 

(The federal government went in 
the red by nearly $3 billion in the 
12-month period that ended on June 
30, and some experts — including 
Senator Harry Byrd—believe the 
deficit in the current fiscal year will 
reach a whopping $12 billion.) 


The three per cent federal tax on 
freight shipments was cancelled on 
June 30. Whether or not this three 
per cent saving will be passed on to 
customers is up to the manufactur- 
ers. They’ve been paying the tax to 
the government, and passing the ex- 
tra cost along. 

Congress and President Eisen- 
hower agreed that the tax was work- 
ing a hardship on railroads, and was 
burdensome on shippers. (The tax 
did not apply to so-called private 
truck carriers, and the railroads and 
common-carrier truckers complained 
to Congress that they were losing 
business to the private fleets.) 


New Marking Machine 
For Cartons, Labels 

INSTANT - DRYING single - line 
imprints on boxes, cartons, enve- 
lopes, ete., are now possible with a 
new marking method developed by 
Markem Machine Company, Keene 
52, N. H. Because handling, stack- 
ing or packing into shipping cases 
can immediately follow marking, 
there are no delays or drying prob- 
lems caused by temperature and 
humidity. 

The Markem Model 105-10H ma- 
chine uses the new Markem Ther- 
momark process which employs a 
thermostatically - controlled heated 
printing head, and Touch Dry ink 
which is solid at room temperature. 
The Touch Dry compound is con- 
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verted to liquid form on a heated 
ink plate, and dries instantly upon 
contact with object being  im- 
printed. Since Touch Dry is nor- 
mally solid, it is easily handled 
without mess or waste. Another ad- 
vantage is machine clean-up only 
about once a week, permitting less 
down-time and little or no _ ink 
waste. Touch Dry inks are avail- 
able in 15 standard colors, as well 
as special colors matched to cus- 
tomer’s specifications. Marking 
speeds of 80 to 100 imprints per 
minute can be attained. 


Long Island Outlet to Reopen 


HEMPSTEAD, N. Y.—Shoe King 
Sam’s, which operates drive-in fac- 
tory shoe outlets, will reopen its 
East Meadows, L. I., store, destroyed 
by fire last January 27. The store 
will resume operations August 14, 
the same day a new unit opens at 
Freeport, L. I. Seymour Adler will 
manage the East Meadows unit. 
The company also has units in Al- 
New Hyde 
¥.; and 


bany, Menands, 
Park and Hartsdale, N. 
Edison, N. J. 


Troy, 
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‘SHOES LOOK NEW LONGER 
| 


‘SHOES GRADE UP IN QUALITY 


| 


| 
| 


| DISCRIMINATING BUYERS PREFER 


LEATHER LININGS 
Kid and Lambskins 


with Hamel Leather Linings 


with Hamel Leather Linings 


Hamel Kid and Hamel Lambskin Linings 


L. H. HAMEL LEATHER CO. 


Wass. 


Haverhill, 


World’s Largest Tanners of Leather Linings 


ON DISPLAY BOOTH 63 WALDORF-ASTORIA AUG. 5-6, 1958 


SALES AGENTS . . . Steskel Leather Co., New York, N. Y.; 


John T. Quinn, Rochester, 


N. Y.; John Leavitt & Co., St. Louis, Mo.; John G. Freeman Co., Milwaukee, Wisc.; 


Carson A. Stiles & Co., Ambler, Pa.; 


William G. Blain, 


Philadelphia, Pa.; Norman 


Nelson, St. Paul, Minn.; George W. Newman Leather Co., Cincinnati, Ohio; Nelson- 
Roney Co., Los Angeles, Cal 
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Ordering Satisfies Detroit Show Exhibitors 


DETROIT—The majority of the 
40 exhibitors at the mid-summer 
Caravan Show of the Michigan Shoe 
Travelers’ Club found results satis- 
factory and wrote more orders than 
they had anticipated. For 
lines, total placed 
ahead of a year ago. 


several 
business was 

The show was held two weeks ago 
in the Statler Hotel. Although traf- 
fic was comparatively light on Sun- 
day, July 13, exhibitors were 
busy all day Monday as well as Tues- 
day morning until the noon closing. 

Since this show is a follow-up of 
Fall Shoe Fair held in 
May, very little ‘“‘new” was displayed 


most 


the larger 


in the way of patterns or materials 
and only slight changes were noted 
in buying patterns. 

A new leather treatment called 
“Scotch Mist” was featured by one 
manufacturer of girls’ and women’s 
sport shoes. A calf 
white-flecked this leather 
was made up in a moc-toe slip-on 
and two-eyelet tie. It 
in eight the 
color being “red earth.” 


reverse with 


surface, 


was available 


colors, most popular 


The return to popularity of the 


classic saddle shoe on a welt sole 
was noted in misses’ and girls’ lines 
by several exhibitors. They attrib- 
uted the trend to parents’ desire for 
sturdier shoes for school wear. 

A little chukka boot in 
brown or gray glove leather, well 
received at the May show, continued 
to sell very well for fall delivery. 

As to be expected, tapered-toe, 
closed pumps were still in first place 
in the women’s dress shoe lines. 

The next show sponsored by the 
Michigan Shoe Travelers’ Club will 
be a Caravan showing at the Tuller 
Hotel, Detroit, September 7-9. 


boy’s 


Canada Shoe Fair Speaker 
MONTREAL — Ronald W. Todg- 
ham, president of the Chrysler Cor- 
poration of Canada, will be guest 
the opening business 
of The Canadian Shoe and 
Leather Fair, October 13. The fair 
will be held October 12-16 at the 
Sheraton-Mount Royal Hotel here. 
Mr. Todgham will speak at a break- 
faust session, discussing “ 


speaker at 


session 


3usiness in 
Canada Today and Prospects for the 
Future.” 





Televised ‘Hop’ Brings Teen Business to St. Louis Firm 
By VIRGINIA MARSHALL 
ST. LOUIS 
want the teenager business you have 
to go after it, St. Louis’ two John 
Hardy 
sponsoring the “St. 


Convinced that if you 


been 
Louis Hop,” a 
regular Saturday noon teen feature 
KSD-TYV. 

The televised Hop provides local 
youths with an hour’s free rock ’n’ 
roll. Music is on records, with the 
top pops heading the list. Guest stars 
the from time to 
they are in St. Louis 
filling night spot engagements. Auto- 
graph sessions go along with the 
personal appearances. 


shoe stores have cO- 


on station 


appear on show 


time when 


Teenage guest dancers are chosen 
by school, with one or more schools 
in the area holding sway each week. 

The John Hardy stores have young 
men’s patterns on display at the Hop, 
which advertised via several 
commercials during the hour. Three 
young men sire selected each week as 


are 
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, 


“The Dapper Dans,” and each re- 
ceives a free pair of John Hardy 
shoes. Typical gift pairs include 
white bucks with red rubber soles, 
black and white saddle oxfords with 
black soles, and five-eyelet brogues in 
the local high-ranking color, “St. 
Louis Orange.” Italian-inspired two- 
eyelet dress shoes are promoted for 
the teenagers and their dads watch- 
ing the TV show. 

This method of reaching the teen- 
ager market has proved productive, 
a store spokesman reported. Young 
men’s business has definitely been on 
the upturn, he said. It should pay off 
in the future, too, when the young 
men become Habit, 
said the spokesman, plays an im- 
portant part in where men shop. 

Earl Barnes manages the down- 
town John Hardy store at Sixth and 
Olive Sts. Donald Calloway is man- 
ager of the Wellston outlet at 5958 
aston. 


business men. 


Allbright Named Top 
Executive at Innes Co. 


NASHVILLE, TENN.—Bruce G. 
Allbright, Jr., has been named exec- 
utive vice-president of Innes Shoe 
Company, Los Angeles area chain of 
14 men’s, women’s and children’s re- 
tail stores and 26 leased departments. 

A spokesman for General Shoe 
Corporation, which owns the Innes 
firm, said Mr. Allbright will become 
the top man in the Innes organiza- 
tion. He succeeds 
Paul Seigel, pres- 
ident, who died 
of a brain hemor- 
rhage June 26 at 
the age of 58. 

For 


years 


several 
Mr. All- 
bright was vice- 
president and 
merchandise 
manager of In- 
nes. He was “Mr. 
Seigel’s right-hand man,” explained 
Ben H. Willingham, General Shoe 
president, in announcing the appoint- 
ment. 

Mr. Allbright started with General 
Shoe in 1949, doing part-time ac- 
counting work while a student at 
Vanderbilt University. After mili- 
tary service he joined the corpora- 
tion in 1951 in its executive training 
program. Then in 1953 he was re- 
called to the service for two years 
as a Marine captain. 

After discharge he was named 
administrative assistant in the Innes 
California organization. He rose to 
the post of merchandise manager, 
then a vice-presidency as well. In 
recent years he was responsible for 
the merchandising of the shoe de- 
partments, the buying of women’s 
shoes, and the overall supervision of 
the retail stores, besides serving as 
Mr. Seigel’s chief assistant. 


B. G. ALLBRIGHT, JR. 


’ 


Minn. Store Marks 75 Years 

ANOKA, MINN.—Peterson’s Shoe 
Store here is celebrating its diamond 
anniversary this year. It has been 
operating in the same location for 
75 years. In 1940 the store was pur- 
chased by Mr. and Mrs. Melvin 
Peterson. After Mr. Peterson died 
in 1956, his wife, Esteile, continued 
to operate the store with Dick Blake 
as Manager. 
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Trade Show, National Shoe Fabric Asso- 
ciation, Lexington Hotel, New York 
August 3-4 
Allied Shoe Products and Style Exhibit, 
Spring and Summer, New York Trade 
Show Building, New York City. .August 3-6 
Leather Show, Tanners’ Council of 
America, Waldorf-Astoria, New York 
August 5-6 
Spring and Summer Style Conference, 
National Shoe Retailers Association, 
Plaza Hotel, New York 
Merchandising Clinic, National Shoe 
Manufacturers Association, Statler Ho- 
tel, New York City ..........August 7-8 
Winter Shoe Market, Midwest Shoe 
Travelers’ Association, Hotel Morri- 
son, Chicago ..............August 10-13 
Michigan Shoe Caravan, Michigan Shoe 
Travelers Club, Hotel Tuller, Detroit 
September 7-9 
Guild of Better Shoe Manufacturers, 
opening of collections of resort and 
early spring shoes, members’ factory 
showrooms. . Week of September 8 
Miami Shoe Show, Deauville Hotel, 
Miami Beach, Fla. .......September 27-30 
Advance Spring Shoe Market Week, New 
England Shoe and Leather Association, 
Hotels Statler and Touraine, Boston 
October 5-9 
Annual Shoe and Leather Fair, Shoe and 
Leather Council of Canada, Sheraton- 
Mount Royal, Montreal ... October 12-16 
Annual Convention, National Shoe Trav- 
elers' Association, Hotel Hamilton, 
Chicago .... October 23-24 
National Shoe Fair, National Shoe 
Manufacturers Association and Na- 
tional Shoe Retailers Association, 
Palmer House, Conrad Hilton, Morri- 
son and Congress Hotels, Chicago 
October 26-30 
Spring Shoe Fair, Northwest Shoe Trav- 
elers, Inc., Hotel St. Paul, St. Paul, 
Minn. ....................November 1-4 
Spring Shoe Show, Pacific Northwest 
Shoe Travelers, New Washington and 
Olympic Hotels, Seattle, Wash. 
November 
Michigan Spring Shoe Fair, Michigan 
Shoe Travelers Club, Statler Hotel, 
UT a nee ....November 
Spring Shoe Show, Southeastern Shoe 
Travelers, Henry Grady, Dinkler Plaza, 
Peachtree on Peachtree, and Pied- 
mont Hotels, Atlanta, Ga... November 
Spring Shoe Show, Southwestern Shoe 
Travelers’ Association, Adolphus, Baker 
and Southland Hotels, Dallas, Tex. 
November 2-5 
Spring Shoe Show, lowa Shoe Travelers’ 
Association, Hotel Fort Des Moines, 
Des Moines, la. November 8-10 
Indiana Spring Shoe Show, Indiana 
Shoe Travelers Association, Claypool 
Hotel, Indianapolis, Ind.... November 9-11 
Spring Shoe Show. Ohio Shoe Travelers’ 
Club, Deshler Hilton Hotel, Colum- 
bus, O. ; November 9-11 
Spring Shoe Show, Boston Shoe Travel- 
ers' Association, Parker House, Boston 
November 9-12 
Heart of America Shoe Fair, Central 
States Shoe Travelers' Association, 
Hotels Muehlebach and Phillips, Kan- 
sas City, Mo. ...November 15-18 
Spring Shoe Mart, Pennsylvania Shoe 
Travelers’ Association, Hotel Penn-Sher- 
aton, Pittsburgh _. November 16-19 
Spring Shoe Market Week, West Coast 
Shoe Travelers’ Associates, Los An- 
November 16-19 
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European Trip Shows Functionalism in Shoe Design 


Charline Osgood, fashion director of 
the Kid Leather Guild, who recently re- 
turned from Europe, shows her collection 
of Italian and French shoes against a 
background of Scandinavian art to illus- 
trate her theme of functionalism as ap- 
plied to home decoration and shoe de- 
sign. A modern Swedish telephone—all 
in one piece—is shown at the left of the 
shelf directly above the shoes. 


A period shoe for 1959 and beyond, this 
square toe stepin of kidskin features 
leather buckle that is part of the vamp; 
low back and Museum heel. Created by 
Durer of Paris, the shoe is part of the 
collection brought over by Charline 
Osgood, fashion director of the Kid 
Leather Guild. 





Shoe ‘Walks’ in Sign Display 
By Kreider Co. for Retailers 

PALMYRA, PA.—A sign display 
featuring a shoe that actually moves, 
powered by a battery, is the keynote 
of a fall merchandising campaign for 
retailers announced by A. S. Kreider 
& Son Company here. 

The point-of-sale display, headed 
“This Shoe Walks for You,” pro- 
motes Foot King shoes with Ripple 
Sole. It shows the shoe in a walking 
movement and, claims a _ Kreider 
spokesman, it calls attention to every 
shoe in the window. Theme of the 
fall campaign is “Foot King Makes 
Shoes Move.” 


Shop Window Recalls 1800's 
As Town Marks Centennial 

ST. LOUIS 
with the centennial 
the town of Alexandria, Minn., paid 
off in sales for Jim 
of Iversen’s Shoe Store. 

Mrs. Iversen, who takes charge of 
window and interior display, filled 
the with the sitting 
room atmosphere of the mid-1800’s. 
Shoes and other the 
period, furniture, an antique clock 
and an oil lamp were included. Dis- 
play cards and old-fashioned layouts 
baroque Vic- 
hard-hitting 


-A promotional tie-in 
celebration of 


Iversen, owner 


store window 


clothing of 


and designs of and 
torian 
sales messages. 


Mrs. Iversen 


frames carried 


herself dressed in 


clothing of the 1800's. 
According to a spokesman for the 
Shoe Company, Iversen 


Brown an 


supplier, sales results were “excel 
lent” and the display was the most 


effective in the shop’s history. 


Iowa Dealer Named Victor 
In Tober-Saifer Competition 
ST. LOUIS—“‘Nook” Redmond of 
Shoe 
la., has been named top winner in 
Tober-Saifer Shoe Manufacturing 


Company’s dealer tie-in contest. He 


Redmond’s Store in Spencer, 


recently was presented with a tele 
vision set by Al Bostrom, sales rep 
resentative of the St. Louis firm. 

Runners-up, who received pocket 
portable radios, were Sam Sullivan 
of “The Scooti” in Laredo, Tex., and 
I. Sokol of Sokol’s in 
Ala. 

During the Jolene Hollywood Con 


Birmingham, 


test, dealers were requested to sub 
mit their 
interior displays along with a brief 


pictures of window and 
summary of their promotional tactics 


and the results they realized. 


Two Shoe Stores for Center 
MILWAUKEE, WIS. Father & 
Son will open a new shoe store in 
the Capitol Court Shopping Cente 
here following completion of a major 
expansion project at the plaza. The 
store will have 1600 square feet of 
floor space. Stein’s also plans to open 


a juvenile shoe store in the center. 
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9 Million Copies, 5 Pounds Each: 


Sears’ New Catalog Offers 800 Shoe Styles 


By BERNICE DECKER 


CHICAGO—A total of 76 pages 
is devoted to shoes in the new fal! 
and winter catalog of Sears, Roe- 
buck & Company. 

The new 1562-page book is the 
biggest issued by Sears in the past 
37 years. Weighing five pounds, 
it’s also the heaviest the company 
ever It will have a 
record circulation of nearly 9 mil- 


has sent out. 
lion copies. 

There are 324 pages of color, the 
yreatest number on record and 50 
more than a year ago. Emphasis in 
illustration and display throughout 
the book is wearing apparel 
and accessories. The importance ac- 
the fact 
that 68 pages are in color or photo- 
These include a_ portion 
of a page devoted to red shoes for 
and for 
colors in at-home slippers. 


on 


corded shoes is seen in 


gravure. 


varied 
Sports 


women, two pages 
types and college and teen shoes 
are also shown in exact reproduc- 
tion. There is a full page of chil- 


dren’s boots and also of slippers. 


The total number of different 
styles of shoes in this volume re- 
tail operation runs well over 800. 

Sears devotes about half of the 
men’s shoe section to heavy duty, 
work and _ specialized shoes and 
rubber footwear. The latter is still 
a big operation in the mail order 
field. 

In addition to 36 pages 
men’s shoes, there are a number of 
shoes highlighted for coordination. 
They are shown with ready-to-wear 
in the fashion pages which lead off 
the book. The first four pages of 
coats and include 
shoes. T-straps are 
highlighted. 


of wo- 


dresses, 


and pumps 


suits, 


Accessories for winter print 
dresses include rayon satin’ T- 
straps in red and sapphire for 
$6.77. “Autumn Glory” is featured 
as a key color for fall fashion. In 
the regular women’s shoe section, 
the T-strap is emphasized as “first 
in fashion for fall” and is shown 
from flats on up. The “Lean Look” 
refers to the tapered toe, with a few 
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THE BEST’OF 
EVERYTHING 
GOES INTO 


FIVE STAR 


for BOYS and GIRLS $5- $7 
SEND FOR OUR NEW FALL-WINTER CATALOG 


An ornament with ANIMA- 


TION... another new idea 
by FIVE STAR and one 
that is sure to create excite- 
ment among the younger 
set. Shown here, is a color- 
action insert of a clown that 
actually juggles when 
moved just slightly. 


pnb Tete 


SHOES 








FIVE STAR Footwear Company, 43-01 22nd Street, Long Island City , New York 
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stilettos included. 

There are several pages of 
sweater pumps. Little heels, cited 
as big news, are shown extensively 
in high fashion pumps. The baby 
doll pump, always a major mail or- 
der item, appears in a variety of 
versions. There are also numerous 
flexible-construction tailored styles 
with ribbed crepe soles. 

There is a two-page spread of 
moccasin loafers among the college 
and back-to-school type 
There is heavy emphasis, too, on 
the classic saddle oxford with the 
slimmed toe and thin sole. White 
bucks, moc oxfords and bubble sad- 
dles are included. 

Patents and black suedes_ pre- 
dominate in dress shoes for chil- 
dren, with a heavy number of con- 
vertible swivel straps. There is an 
increased number of patented clo- 
school shoes, including 
some applied to bubble saddles. A 
two-strap school shoe in black or 
brown leather gets special atten- 
tion. 

Snap locks are also prominent in 
little boys’ shoes. Sharkskin, alli- 
gator graining, Ripple Soles and 
continental styling are also high- 
lights. 

Continental 
with a few square ap- 
pears in the men’s section. 
Such construction features as cush- 
ion soles are emphasized. Although 
black is in the majority, there is a 
profusion of browns. 


shoes. 


sures in 


Italian 
toes, 


and styling, 
also 


shoe 





Flexibility for Fall 


This early fall promotional release from 
the Shoe Fashion Board of St. Louis tells 
a soft shoe story. The Corelli pump 
shown, typical of all soft shoemaking, 
features soft leather, double-back flexi- 
bility, pliable uppers and weightlessness. 
Of unlined Deldi silk suede, the shoe is 
girdled across the vamp with a match- 
ing band of kidskin studded with metal 
nailheads. Mid-heeled pump is lauded in 
dark mint green and bright blue. 
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Weisiger to Manage 
Hanover Subsidiary 


HANOVER, PA. — Twenty-seven 
years ago, while still in his teens, 
Felix M. Weisiger went to work for 
General Shoe Corporation in Nash- 
ville, Tenn., as an_ electrician’s 
helper. 

This month, at 45, Mr. Weisiger 
becomes vice-president and general 
manager of Sheppard & Myers, Inc., 
retail division of 
The Hanover 
Shoe, Inc., here. 

His unique suc- 
cess story carried 
him upward 
through the Gen- 
eral Shoe organi- 
zation to general 
manager of the 
Flagg Brothers 
retail chain. Prior 
to his resignation 
from General, he was also a member 
of the corporation’s board of direc- 
tors for five years. 

A Hanover spokesman pointed out 
that Mr. Weisiger was the ‘second 
key young executive obtained re- 
cently to fill newly created positions 
designed to our future 
growth.” The firm, which produces 
men’s shoes, filled the other post 
with the appointment of Edward F. 
Fitzgibbons, 36, as a vice-president 
of Hanover Shoe. Both he and Mr. 
Weisiger will serve on the Hanover 
Shoe board of directors. 

Said L. B. Sheppard, president of 
Hanover, “We are building for the 
future and we believe these men will 
contribute greatly to our progress.” 

Mr. Weisiger joined General in 
Nashville in 1931. Serving succes- 
sively as electrician’s helper, ma- 
chine operator and specifications de- 
partment employee, he switched to 
retailing in the Cleveland Jarman 
store. In 1936 he worked in the 
company’s first Flagg Brothers store 
in St. Louis. A long series of pro- 
motions through the Flagg organi- 
zation followed. 


FELIX M. WEISIGER 


assure 


Edison Leases Buffalo Site 
BUFFALO, N. Y.—Edison Broth- 


ers Stores, Inc., has leased space at 
970 Broadway for a new women’s 
shoe store to be opened in the fall. 
To be called Baker’s, the new store 
will have a frontage of 25 feet and 
a depth of about 200 feet. 
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Owen Howell Named General Manager of Flagg Bros. 


NASHVILLE, TENN.—Owen 
Howell has been promoted from 
buyer to general manager of Flagg 
Brothers, men’s retail shoe chain 
owned and operated by General Shoe 
Corporation. 

He succeeds 
Felix M. Weisiger, 
who resigned to 
accept an execu- 
tive post with 
Sheppard & My- 
ers, Ine., retail 
division of The 
Hanover Shoe, 
Inc., at Hanover, 
Pa. 

William M. 
Blackie, executive vice-president of 
General Shoe, the 
appointment, said Mr. Howell was 


OWEN HOWELL 


who announced 
considered the “logical successor” as 
a result of his varied experience in 
the Flagg organization. 

The new general manager joined 
General Shoe in 1947. After three 
years in the central purchasing de 
partment, he entered General Retail 
Corporation, becoming style and cost 
Brothers. For 


engineer for Flagg 


several years he directed all styling 
in the Flagg line and, as a result 
of his work, he was made style di 
rector. 

Three years ago Mr. Howell was 
promoted to buyer for all Flagg re- 
tail operations throughout the U. S. 





Kinney Buyer Retires 


Bae i — 


Oscar L. Shoenfelt, left, retiring from 
G. R. Kinney Corporation, New York, 
after 46 years (the last 33 as men's 
shoe buyer), receives scroll from Execu- 
tive Vice-President Clifford O. Anderson 
at a luncheon. J. R. Johnson succeeds 
Mr. Shoenfelt, and John H. Logan be- 
comes associate buyer of men's shoes. 





A Christmas Gift To Be Worn All Year 


MRS. DAY'S 


+ 


“Y 


BABY SLIPPERS 


Made on scientifically 
approved Ideal lasts to 
fit perfectly 


These pace-setting styles 
are typical of IDEAL’S big 
selection of fast-selling baby 
house slippers. Packed full 


Style No. 1063 

‘ moccasin in 

lue or Mint Green 
te fur cu 


of originality in design, 


cull smart use of fine materials 
and all-round quality. It’s 
going to be a big baby slip- 


per year.. 


. check your 


stocks right now and order 
early for gift-time selling 


& ahead. 
Style No. 97120 
aust slipper of Red 
cor Contrast: 


MRS 


ve 
NEW YORK 1.N 


. pay'seSaled BABY SHOE CO., 
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Recorder Editorial Spurs ‘Careers in Retailing’ Drive 


PHILADELPHIA — A BooT AND 
SHOE RECORDER editorial has 
prompted plans for an intensive cam- 
paign by the Pennsylvania Chain 
Store Council in support of National 
Careers in Retailing Week, October 
12 through 18. 

The editorial, entitled “Careers in 
Retailing,” cited the need to present 
a clearer picture of opportunities 
in retailing to young people, and 
strongly commended the efforts of 
the National Retail Merchants As- 
sociation in sponsoring the October 
observance. 

Meanwhile the Pennsylvania Chain 
Store Council independently 
carrying out a similar campaign 
when the RECORDER editorial brought 
the projected national effort to the 
group’s attention. Loyal D. Odhner, 
managing director of the chain 
group, said, “The BooT AND SHOE 
RECORDER editorial, ‘Careers in Re- 
tailing,’ 


was 


focused our attention on 
National Careers in Retailing Week. 
We felt participation in the week 
would provide excellent ‘follow-up’ 
in our drive to show young people 
the advantages in retailing.” 


FAVORITES with WOMEN! 


PROFITABLE! 


HOSE SAVERS 


Every woman is a prospect for 
jhose savers. They hug the heel. 
Prevent undue strain and wear. 


Displaying BOOT AND SHOE RECORDER 
editorial to Pennsylvania Chain Store 
Council's directors are E. P. Dimm, left, 
council president and district manager 
of the G. R. Kinney Corporation, and 
Harvey A. Heintzelman, Pennsylvania's 
Chief of Vocational Guidance Education. 


The first phase of the council’s 
drive, conducted during the past 
school year, consisted of meetings at 
20 high schools offering on-the-job 
retailing Present at the 
meetings were chain store managers, 
Chamber of Commerce officials and 
educators. The aim was to make the 
courses so good more students would 


courses. 


{ 
ra ie 


with 


Scott's 


Available in: 
Morocco Grain: 
Red, Russet. 
Brogandi: Black. 
Sofbuck: Grey, 


be attracted to them. 

A secondary problem facing re- 
tailers was outlined by Mr. Odhner: 
“Today educators’ minds are filled 
with the needs of science and en- 
gineering. Retailing must compete 
for a place in their thinking. We 
must remind the education people 
that we don’t really need the high 
1Q student, and also that financially, 
retailing executives do very well 
compared with executives in other 
areas of the economy.” 

At the June meeting of the coun- 
cil’s board of directors held at Bed- 
ford Springs, Pa., E. P. Dimm, dis- 
trict manager of the G. R. Kinney 
Corporation and president of the 
council, reported on the 20 school 
conferences to H. A. Heintzelman, 
state head of vocational guidance 
education. The directors disclosed 
their plans to participate in Na- 
tional Careers in Retailing Week. 

As a contribution to the national 
seven-day drive, the RECORDER has 
adapted one of the NRMA posters 
for use by shoe retailers. Reprints 
for placement on bulletin boards, in 
local advertising or for distribution 
to schools, are available from the 
magazine. 


¢ Pocket the Profits 
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Trond Seller: 


STEP-SAVER 


‘RIPPLE Sole 


Vicuna, Flax. 
AAA — EE. 


Always stays in place. Avail- 
able in leather suedette or 
sponge rubber. Write for prices 
today! 
Advertised in 
August GLAMOUR 
*TM — RIPPLE SOLE CORP. 


Scott's 
HEEL BARS 


Another big seller with 


Never... in our 9l-yr. history . . . has a shoe style caught 


with extra strong adhesive. on like this! And no wonder! This terrific Treadeasy combines 


Prevents irritation and wear. 
DEMAND will be terrific. 
Order plenty! 


the incredible comfort of RIPPLE® Sole's scientific principle 
with one of the finest fitting lasts ever designed! Smart “slim” 
build 
sales! Inquire about this once-in-a-century profit-maker TODAY! 


styling. Newest fashion leathers. Win customers . . . 
Write for 
Complete Catalog 


Write for catalog showing America’s most complete line of 
RIPPLE® Sole styles for women. 


P. W. MINOR & SON 
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FOOT APPLIANCE CO. 


1701 WEBSTER ST, © OMAHA, NEBR. and Prices Today! 


Batavia, N. Y. 








SQUARE! 


FOOT KING® 


tie 


Goodyear Welts 
IN STOCK 


net 


according to style. 
SHU-LOKS® *RIPPLE SOLE® 


wanted styles. 





SQUARE TOE, CLOSE TRIMMED, LIGHT WEIGHT EDGES. 
#79833 in BLACK Baby Beaver, leather sole, C D E—$5.40 net 
#79834 in BROWN Baby Beaver, leather sole, C D E—$5.40 


FOOT KING@®) shoes have the latest in Styling with extra 
selling features that build Repeat Business. 


BOYS GOODYEAR WELTS (q) $3.90 and up, widths A to E 


shoes, 
CHUKKER Boots, REG-E-STURD(@®) Boys’ shoes and many other 


FAMOUS FROM COAST TO COAST 
*TM RIPPLE S90LE CORP. 


Dept. 81, The A. S. Kreider & Son Co., PALMYRA, PA. 


$£79833 MEN'S 
only $5.40 net 


WELLINGTONS, 








e Financial 


Endicott Johnson First Half 
Earnings Down 52% from °57 

ENDICOTT, N. Y.—Earnings of 
Endicott Corporation for 
the six months ended May 30 showed 
a 52.4 per cent drop from the same 
period a year earlier. Net earnings 
after taxes were $807,098, or 82 
cents per common share, as com- 
pared with $1,694,723, or $1.91 a 
share, in 1957. 

During the same period, sales de- 
creased 12.1 per cent, from $70,226,- 
849 in 1957 to $61,721,364 for the 
1958 period. 


Johnson 


National Sets Stock Dividend 

NEW YORK—Directors of Na- 
tional Shoes, Inc., Eastern retail 
chain, have declared a 6 per cent 
common stock dividend payable 
August 1 to shareholders of record 
July 18. The dividend, according to 
Mac M. Siegel, secretary-treasurer, 
will be in the form of three shares 
for each 50 shares held, with cash 
payments for fractional shares 
based on the market value of com- 
pany stock. 
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Brown Shoe to Pay Dividend 


ST. LOUIS — The Brown Shoe 
Company has declared a quarterly 
common stock dividend of 55 cents 
per share, payable September 2 to 
shareholders of record August 15. 


Dipping Profits, Capital Needs 
Lead Melville to Cut Dividend 

NEW YORK 
first-half profits and capital require- 
ments for an expansion program, 
Melville Shoe Corporation 
trimmed its quarterly common stock 
dividend from 45 to 32! 
share. The latest dividend is payable 
August 
July 18. 

Ward Melville, chairman, and Rob- 
ert C. Erb, president, said sales in 
the first six months of 1958 were es- 
timated at $62 million, the 
same as last year. Although profit 
figures were not yet available, they 
were expected to be below ’57 totals. 

Common dividends totaling 90 
cents per common share were paid 
in the first half of this year, the offi- 
cials said. Total dividends for the 
year will be $1.55, compared with 
$1.80 last year. 


Because of reduced 


has 
» cents a 


1 to shareholders of record 


about 


shoe stores, 
drive-ins 
and 
shoe 
promotion 
buyers 


1215 Washington Ave 
Sample Rooms: Los Angeles + 


We Offer Quality Jobs, Cancellations 
and Closeouts in Branded Footwear to 


CANCELLATION 


Our prices 

on fine shoes, 
bought direct 
from the best 
known makers 
are in line with 
our nationwide 
reputation 

for values! 


Open a Cancellation Shoe Store in Your Town 


Our New Store Consultants Will Help You 


Set Up a Profitable Operation 
Quality Shoes Since ‘32 


| M. K. WEIL Shoe Company 


“While in Town See Weil” 
Saint Louis 3, Mo. 
New York 


Six Chains’ Sales Climbed 
2.9% for First Half of Year 
NEW YORK 
9 


shoe chains rose 2.9 per cent for the 


Sales of six major 


first six months of this year, in com 
parison with the same period of 1957. 
The reporting chains had saies of 
$215,125,116 this year, $209,003,709 
Four of the chains regis 
and the other two, 
small declines. All have been open 
ing new units during the year. 
Scoring the biggest gain was G. 
R. Kinney Corporation, up 11.7 per 
cent for the six-month period, from 
$26,257,000 to $29,332,000. Other in 
Brothers, 5.7 


last year. 


tered increases 


creases were: Edison 
per cent; Melville, 2.3 per cent, and 


per cent. A. 5S 


Shoe Corporation, 0.3 
5 


Beck sales declined 3.6 per cent and 
National Shoe was down 0.5 per cent 

For June, 1958, alone, in compari 
son with the 
year, four companies reported gains 


same month of last 


decreased sales. 
Melville, 7.1 
4.4 
and 
Shoe Corpo 


while two showed 


With 
per 


increases were: 


National, 


99 
ae 


cent; per cent; 


Kinney, cent, edison 


Brothers, 1.2 per cent. 


per 


ration was down 5 per cent and Beck, 


down 2.7 per cent. 

















BABY SHOE BRONZING 
MEANS EXTRA PROFITS 





THIS DISPLAY IS ALL YOU NEED 
To Cash In On Big Christmas Demand 


Shoe stores can now make two sales instead 
of one with America's most beautiful baby 
Year-in and year-out profits 
NO MARK-DOWNS! 


shoe bronzing 
with NO INVENTORY! 





Miniature bronzed baby shoe 


FRE ‘ . gorgeously plated by 


the original BRON-SHOE Process. WRITE 
FOR YOURS AND FULL DETAILS TODAY! 


The BRON-SHOE co. 


255 E. Broad St. Columbus 15, Ohio 














FURST in the ATION with 
PARAKEET.......4 
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We are proud to be first with Para- 
keet genuine sheepskin moccasins. 
Backs of skins dyed in attractive 
pastel shades. 

26 sheepskin moccasins included in 


over 150 Moc styles available for 
same-day delivery. 


WRITE TODAY FOR ILLUSTRATED CATALOG 


UODDY 


|g Moccasins 
i. © 
<7 SPIEGEL-STANLEY CO. 


BAYSIDE PARK—PORTLAND, MAINE 
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© What's New 


Red Wing Shoe Introduces 
New Line of Pull-On Boots 


RED WING, MINN.—A 


| Company under the trade name | 
“Pecos Boots.” 
The boots are available in six | 





Red Wing's ‘Pecos Boots’ 


styles with uppers of dress 

elk, dress brown elk, sandaltan softie 

or natural rough out retan, either 8 
| or 11 inches high. Soles are of 
| leather, cushion crepe, or oil and 
gasoline-resistant cork. In addition 
there are all new lasts, patterns and 
counter patterns plus “Sweat-Proof”’ 
leather insoles and Goodyear welt 
construction, the manufacturer said. 


Pecos Boots are being made in 
sizes 6-13, widths A-E. They’re 
priced at $14.95 to $16.95. 





New Pre Welt Slipper 











One of first slippers in new Pre Welt 
line being introduced by the S. G. S. 
Footwear division of Comfort Products 
Company. Designed primarily for the 
volume shoe market, it will be available 
in a wide range of colors and styles, 


| 
| 


shearling collar. 


com- | 
| pletely new line of pull-ons is being | 
| introduced by the Red Wing Shoe | 


black | 


| 
| 
| 
| 
| 
| 


| soft and warm with fleece lining and | 





The Label with 


@ Behind this Angora* 


Calfskin label . . . behind 
every Barrett label... 
stand years of experience 
in producing outstanding 
leathers. Want the very 
cream of calfskin— 
smoothest, supplest—for 
fine shoes? Look for this 
Angora* hallmark! 


trade mark 


BARRETT & CO 


NEWARK, NEW 








Coming! 
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One of America’s Finest Resources for 


* SAMPLES 
* JOB LOTS 


* CANCELLATIONS 


Branded Shoes- first quality 
from outstanding makers 


IDEAL FOR 
Cancellation Stores 
Drive Ins 

Bargain Basements 


BA 





THE NATION’S FINEST 
CANCELLATION SHOES 


79-81 READE STREET .- 
Cable Address: ALBARISHOE .- 





NEW VOeat.7. 8. ¥ 
Phone WOrth 2-5180 





shoes. 


able. 
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Aerosol Spray Said to Shine 
Footwear of Every Color 
CLEVELAND A 


shoe shine spray which is said to be 


new aerosol 
iseable for every color of footwear, 
has been introduced by Plasti-Kote, 
Cleveland. 
According to the 
the product contains lanolin and will 


Inc., of 
manufacturer, 


waterproof and protect the shoe, dry- 

ing in seconds. The canned spray is 

push-button action and 

requires no polishing. 
The spray retails at $1.29. 


applied by 
rubbing or 





New Basco Bowling Shoe 


i) 





Part of new bowling shoe line announced 
by Boston Athletic Shoe Company, Cam- 
bridge, Mass., this men's model features 
top grain, black elk leather with full 
drill lining. Available in sizes 5-13. The 
line offers nailless cemented heels and 
flexible, genuine leather midsoles. 
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AUTOMATIC SPRING ADJUSTMENT 
. . . IN HANDLE (For Length Adjustment) 
. . . IN FOREPART (For Width Adjustment) 


Only 3 sizes nec- 
essary for men's 
Women's 
sizes also avail- 





Jah 


SHOE TREES 





Ay 
- 


A 








A low-priced, easy- 
selling shoe tree. 
Rich Mahogany fin- 
ished forepart. Per- 
fect fitting for all 
shoes. 


IN STOCK 
For Prompt Delivery 





S. PIERCE COMPANY cassacuuserss 


Goodrich Markets Men’s Boots Made of Koroseal Vinyl! 


NEW YORK—A new line of Koro- 
seal waterproof footwear, with de- 
tailed texture finishes and assorted 
colors, is being marketed by B. F. 
under its B. F. 
and Hood brand names. 

In addition to highly 
men’s gaiters and a variety of chil- 
dren’s the the 
first time is producing men’s boots 
Use of 


new 


Goodrich Goodrich 


styled wo- 


boots, company for 


made of Koroseal. Koroseal 
vinyl makes 
the firm says. 

According to Goodrich, 
made of the plastic is molded in one 


piece, lower in price than correspond- 


possible finishes, 


footwear 


ing rubber and fabric footwear, and 
will match the rubber of 
equal thickness. 

A leader in the women’s line is a 
high-heeled luxury boot called Soli- 
taire, with a pink-stripe effect and 
a white lining that can be seen when 
the open at the top. The 
boot, which retails at about $3, has 
a two-button loop closure. 

The men’s and boys’ boots, called 
Weather King, made of soft, 
black Koroseal which the company 
says has the look and feel of glove 


wear of 


boot is 


are 


leather. The men’s boot has a two 


position snap closure, and the boy 


has a top and brass buckle 


One of Goodrich’s children’s boot 


strap 


the Coaster, has a Koroseal sponge 
lining—and a wide, flared top and 
wide instep to enable children to put 
it on and remove it easily. It i 
available in growing girls’, junio 


and children’s sizes in five colors at 


about $4 retail. 





Leather Hats, Boots Paired 


“ 





Matched sets of all-leather men's and 
women's hats and western boots are 
offered in the new fall and winter lines 
of Tony Lama Company, El Paso, Tex. 
Roy Welton, a Saratoga, Wyo., rancher, 
designed the western hats, which are 
made to match any of 100 boot styles 
in 10 different colors and two-tone com- 
binations. The hats, which are washable, 
retail at around $45. 
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© Obituaries f 


J. C. Johnson, 85, Former 
Secretary of Nunn-Bush Co. 


MILWAUKEE—John Cabell! 
Johnson, 85, retired secretary of the 
Nunn-Bush Shoe Company here, 
died July 7. 

He had retired last January be- 
cause of ill health following a 
lengthy career with Nunn-Bush dat- 


ing from 1921. At the time he 
joined the firm it was known as 
Nunn Bush & Weldon Shoe Com- 
pany. 


He was an officer of the company 
until 1949, when he became a mem- 
ber of its advisory board until his 
retirement. 

A native of Chillicothe, Mo., Mr. 
Johnson entered the shoe industry 
as purchasing agent for the Roberts, 
Johnson & Rand Shoe Company, 
which later became part of the In- 
Shoe Company, St. 
A job as sales manager for 
the former Hummel & Downing Box 
Company brought him to Milwaukee. 

Surviving are a daughter, Mrs. 
Norman B. Wigdale, and a_ son, 
J. Cabell Johnson. 


ternational 
Louis. 


Sam Sokol 

CLEVELAND — Sam Sokol, 64, 
owner and operator of a retail shoe 
store for over 30 years at E. 140th 
St. and Kinsman Rad. S. E., in Cleve- 
land, died recently at his home in 
nearby Shaker Heights. Surviving 
are his wife, Cora; a son, Morton 
S.; two daughters, Mrs. Edith 
Speert and Mrs. Elaine Reisman; 
eight grandchildren, three brothers 
and a sister. 


Ross H. Johnson 
INDIANAPOLIS, IND.—Ross H. 
Johnson, 72, a pioneer designer and 
manufacturer of corrective foot- 
fitting devices, died here recently. 
He was president of Johnson Prod- 
ucts, Inc., manufacturing firm. His 
wife, LeCarda E., a daughter and a 
son, two brothers, a sister, and six 
grandchildren survive. 


Reuben Metz 


CHICAGO—Reuben Metz, 77, re- 
tired veteran Chicago retailer, died 
July 7. Mr. Metz owned and oper- 
ated Metz Shoe Store, at 78 W. 
Washington St., from 1900 until his 
retirement in 1953. He had been in 





ORIGINAL 


“Nature's 


wih “CONTOUR FIT’’ 
. the nearest thing to the natural shape of a child’s foot! 





ORDE 
IN STOC 


The Shoe That Means, Business For You! 


© Because it hos enthusiastic national acceptance | 
| 
® Because it also fits the shape of the foot 
| 


A TRIAL RUN OF SIZES... 
YOU'LL BE GLAD YOU DID! 


IN BOTH REGULAR AND 
SUPPORT CONSTRUCTION 


Qun” 





ill health for several years. 

Mr. Metz developed a_ special 
bowling shoe, which was widely sold. 
He was active in local shoe organiza- 
tions. Intensely interested in ath- 
letics, he was one of the first judges 
for the Illinois State Boxing Com- 
mission. 

His widow and two daughters sur- 
vive. 


Arthur Finkle, Superintendent 
Of Kesslen Shoe Company 

LYNN, MASS.—Arthur Finkle, 
57, superintendent of the Kesslen 
Shoe Company in Kennebunk, Me., 
died suddenly in Biddeford, Me., 
July 8, after suffering a_ heart 
attack. 

Mr. Finkle, who made his home in 
this city, had been associated with 
the Kesslen firm for 11 years. He 
was one of the founders of the Daly 
Golden Rule Shoe Company of Lynn, 
which at one time employed 2400 
workers. Later he was_ identified 
with the former Lynn shoe firms of 
P. J. Harney Company, A. M. 
Creighton, Cushing Shoe Company 
and Strout and Stritter. 

Mr. Finkle is survived by his 
widow, two married daughters, two 
brothers and a sister. 





Ralph Burton 

ATLANTA—Ralph Burton, 56, a 
charter member of the Southeastern 
Shoe Travelers and a member of the 
group’s board of directors, died July 
7 of a heart attack. He was affiliated 
with the Friendly-Acrobat division 
of General Shoe Corporation. 

Mr. Burton, who lived in Colum- 
bus, Ga., entered the shoe business 
in 1922 with J. K. Orr Shoe Com- 
pany. When General Shoe bought 
that business in 1936, Mr. Burton 
remained with General. Two years 
ago he became a director of the 
travelers’ group. He also served on 
various committees of the organiza- 
tion. 

Surviving are his wife, Ruby, and 


Now also IN STOCK 
Blue & White Saddle 
“Nature's Own" 

F642 61/,-8; C642 81/,-12, 
8, C, 0, € € 


JULIUS ALTSCHUL, INC. 


Creators of “NATURE'S OWN" Straight Last Footwear 
117 Grattan Street, Brooklyn 37, N.Y. HY 7-4500 
TESTED & PROVEN SINCE 1899 


a son, Ralph, Jr. 
Write Today ‘ pa, 4 


for Our 


Walter Budzinski 
New Catalog 


BUFFALO, N. Y.—Walter Bud- 
zinski, 69, operator of a shoe store 

| at his home address for nearly 50 
| years, died July 3 at his home. Born 
in Poland, he came to Buffalo at an 

| early age. He is survived by his 
| widow, two sons and four daughters. 


= [JULIUS ALTSCHUL INC. 
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Dickerson Co. Starts Output 
Of Balance-in-Motion Shoes 


COLUMBUS, O.—The Walker T. 
Dickerson Company of Columbus 
has started limited production of 
Balance-in-Motion women’s — shoes 
under a franchise negotiated with 
the George E. Keith Company, 
Brockton, Mass. 

“We expect to start distributing 
the line to independent dealers about 
August 1,” a spokesman commented 
recently. 

Several new numbers are being 
perfected for introduction at the 
spring shoe shows, opening with the 
National Shoe Fair at Chicago in 
October, it was announced. 

The Balance-in-Motion is a staple- 
type shoe designed for balanced 

yalking action. It is described as 
a comfort shoe with an arch support 
(but not orthopedic). 

The product was developed by the 
University of Rochester and William 
Washburn of the D. Armstrong Com- 
pany. Rights and equipment recently 
were sold by the W. B. Coon Com- 
pany, Rochester, N. Y., to the Keith 
firm. 


Salesmen - Suppliers 





St. Louis Firm Promotes Fashions via TV 


ST. LOUIS—tTelevision guest ap- 
pearances have become routine for 
executive personnel of Hamilton 
Shoe Company here. Promotion of 
new shoe fashions through TV is 
now a regular planned activity of the 
firm, which makes Delmanettes and 
Penaljos. 

Johny Walsh, designer and vice- 
president at Hamilton, appeared on 
the local KTVI-TV station to trace 
the development of two important 
new shoe fashions, the buckle back 
pump by Delmanette and casual 
shoes by Penaljo called ‘‘Penaljo 
Players.” 

Explaining that the trend to back 
interest in the chemise and oval 
silhouettes has inspired back inter- 
est in shoes, Mr. Walsh presented on 
models the open back shoe that has 
grown from the first back buckled 
pump to a successful shoe silhouette. 

“The trend,” Mr. Walsh said, “‘is 
to continue to emphasize the back of 





New Goring and Trim Effects Due in Spring Footwear 


NEW YORK—New themes in 
yores and trims will provide a va- 
riety of original footwear styling 
effects for visitors to the Allied Shoe 
Products Show, according to show 
leaders. 

Ralph Parker, chairman of the 
show’s Goring and Trimming Advi- 
sory Committee, has issued an ad- 
vance style report in preparation for 
the August 3-6 showing at the New 
York Trade Show Building. 

“Chief feature in gore treatments 
for men’s spring 1959 shoes,” he 
said, ‘‘will be goring to match leather 
and fabric-type uppers. Matching 
will be to textures and patterns.” 

Explained Mr. Parker, “Gore is 
moving in strongly as a decorative 
feature, as well as functional, in 
men’s shoes. This has been spurred 
by the trend toward more diversified 
styling in men’s footwear, particu- 
larly in men’s spring-summer shoes, 
and the continuous rise of slip-on 
shoes.” 

In women’s shoes, the committee 
chairman predicted, more textured 
gore will be incorporated in the 
shoe’s design. 
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“Natural fibers in gored upper 
materials—such as in banded styles 
—will play a larger role. Metallic- 
surfaced goring on plain shoes will 
add fresh, subtle effects. Leather- 
covered gore will be an interesting 
new item.” 

In little girls’ shoes, gored straps 
are expected to be both functional 
and decorative. 

The Allied Show committee re- 
ported also that ‘‘offsided trims are 
due for another good season, and 
braids will make a stronger showing. 
Various trim effects will be used to 
give a ‘chemise look’ to certain 
shoes.” 


New applications of labyrinth 
vinyl binding in contrasting colors 
are predicted for men’s and juvenile 
shoes and women’s with 
matching colors 


dress shoes. 


casuals, 
used on women’s 

“Fancy novelty strippings in con- 
trasting colors will be featured for 
their beautiful finish, and because of 
the lower cost of application and 
their uniform width,” said the re- 
port. 





On St. Louis TV show, Hamilton Shoe's 
Johny Walsh shows emcee Jack Murdock 
the stiffness of the conventional saddle 
oxford in contrast to the flexibility of 
his own Penaljo Player. He makes the 
point by folding Penaljo shoe in his hand. 


the shoe. The more slender heel, the 
low sides, the ankle strap, the open 
or cut-out back, and the 
effect seen in the asymmetrical line 
will continue into the resort season.” 

Mr. Walsh feels that the very 
pointed closed toe will continue to 
hold a firm place in fashion, and that 
the constructed vamp trim will carry 
through as a trend of major impor 
tance. Said he, ‘Shoes are growing 
softer, more flexible—they seem to 
have the smooth, easy fit of a glove.” 

To indicate how the softer trend 
has affected play shoes, the Hamilton 
Penaljo 


one-side 


executive presented the 
Players line to the television audi- 
ence. Comparing a classic saddle ox- 
ford with the new flexible-sole saddle 
oxford from the Players group, he 
folded the new Player in his hand. 

“The desire for a lighter saddle 
oxford arose naturally,” he said. 
“Young women are used to the ease 
of the flat and did not want to step 
from them into a heavy saddle ox- 
ford.” 

In addition to the light 1958 saddle 
oxford, the Players group includes a 
bow-trimmed flat, a T-strap and a 
gaiter, all with pointed toe. 

On the TV show, Mr. Walsh 
showed two Delmanettes prophetic 
of the 1959 resort season. Specially 
designed for the new white stock- 
ings, pumps were of patent and white 
calfskin, and of gay striped ribbon. 


8! 
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Evans & Co. to Preview Leathers Now in Development 


CAMDEN, N. J. 
still 
tannery 


Two new Jeath- 
under development at the 
will be previewed at this 
month’s Leather Show by John R. 
Evans & Company of Camden. 
Tapa, a grained kid leather, has 
a free-style, tone on tone pattern in 
resort and summer colors, explained 
an Evans spokesman. New for the 
market is Tartar Kid, a 
leather for medium 
priced pumps, resort styles and flat- 
ties. It will be shown in black, white, 
Flight Blue and Gunmetal 


volume 


grained, glacé 


scarlet, 
Gray. 
This leather is now being sampled 
two leading volume 
price shoe retailers, the firm said. 


favorably by 


Featured for the coming season 
will be Glacé Brogandi, which Evans 
calls “the grain texture that 
tens.”” White leads the list of colors, 
which includes Oriental Poppy, San- 
Gold, Pink Blush, and 


Bronzeen. 


zlis- 


skrit Evans 
also in 
will San- 
new shade 


shown 
Kid, 
another 


Bronzeen will be 
Evans’ Peerless 
Gold, and 


called Suntan, promotional colors. 


as 


skrit 


The company again will emphasize 


the staple Jeathers used in volume 
shoe manufacturers. These 
Kid; 
Suede, an improved 
suede achieved by Evans’ im- 


hy Many 


include Ruby (Black) Evans 


Black 


hlack 


Knight 





Hunt-Rankin Leather Lists 
11 New Colors and Textures 
hOSTON—Hunt-Rankin Leather 
Company announced five 
textures 


new 


for 


has 
Six 


color and 


"69. 


new 
spring 

New colors include Kitten Gray, a 
light gray shade; Sand Dune, a neu- 
tral beige capturing the tone of the 
Chocolate Malt, a rich dark 
Sunset, an 
vet tasteful” gold, and Seawood, em- 
bodving the sea greens. 


desert; 


brown; Golden “exotic 


Spring textures include Valencia, 
Avalon and 
Featured texture in the 
finished tannage called 
Cavendish, described as a calf-tight, 
calf-like leather and available 
in a variety of shades. 

Hunt-Rankin will 
handbag leathers this 
and Andorra. 


Calypso, Promenade, 
Trophy. 


line is a 
side 


show two 
fall, Tuscan 


also 


82 


pregnatizing process; Peerless White 
Kid, the “whitest white’; Cara Kid 
in black, white, beige and red; and 
Brogandi, for manufacturers of 
shoes for nurses and other women 
who work on their feet. 


Irving Tanning Announces 
New Leathers for Spring 

BOSTON—Tempting colors and 
rich textures will set the scene for 
the Irving Tanning Company’s 
spring showing, according to Sales 
Manager Saul Stockman. 

In addition to the new Irvana, 
Unique, Luxtan and Feather Leath 
er (available in all fashion colors), 
Irving’s style line will feature the 
already accepted Onyx. It will be 
available the first time in all 
leading shades and hues as well as 
The company expects this 
tannage to rank high in 
men’s fashion news this year. 

Also in Irving’s lineup will be 
Velnap and Playnap Suede, available 
in a wide variety of colors. 

Other new Irving spring leathers 
include Bagatelle, a finely crafted 
handbag leather, and Uniglove, with 
a rich new brown in addition to the 
regular colors. 


for 


black. 


dress 





A New Idea in Sampling 


Discarding traditional sample book, J. 
Lichtman & Sons, Newark, N. J., tanner, 
will introduce a new concept in leather 
sampling with "Palette Box" presenta- 
tion of colors in the company's spring 
1959 lines. "Box" is the size of a stand- 
ard file folder. In a flap inside are 
palettes with the full selection of colors 
in each line, shown together. A leather 
sample is included. 


Hubschman Stresses 
‘On-Beat Colors’ for 59 


NEW YORK—“On-Beat Colors” 
is the theme of E. Hubschman & 
Sons’ spring 1959 collection, ac- 
cording to Dorothy Fox Davies, the 
company’s fashion director. True. 
clear shades in a wide range com- 
prise the new collection. 

The biggest single color, black, is 
being made in Dimension Calf, a 
new, very fine grain; pearlized 
Lumina; Caviar grain; very glossy 
Black Glass and Ten Hundred Black, 
a mellow tannage with white back 
for unlined shoes. This last and 
Dimension Calf are proving impor- 
tant. Dimension Calf is being made 
in all the spring colors. 

3iggest color family is the brown- 
to-beige range. Coffee Bean, a yel- 
lowed brown, is the fashion shade. 
Spring Brown is a warm shade. 
Balenciaga has suddenly become 
very important. In the lighter ton- 
alities, there are Paté, Bone and a 
new Putty Beige. Seaweed, a greeny- 
beigy shade, is the only offbeat color 
in the line. Attractive ombré com- 
binations are Balenciaga with Pate 
or Bone with Putty Beige and Cof- 
fee Bean. 

In brighter there 
Orange Ice, Raspberry Ice, Lemon 
Ice and Lime Ice. Red Rose and Cor- 
don Rouge, with a definite orange 
cast, offer divergent shades to pro- 
vide for the continuing demand for 
red shoes. There are two blues: a 
true Peacock and Atlantic Blue, a 
deeper but not at all dark shade, in- 
troduced for fall 1958. 

Three greens are in the 
Fern, a soft yellowed, but not 
yellow, shade, Lime Ice and 
Grass, a warm, clear shade. 


colors are 


line: 
too 
Blue 


Representatives Start Firm 

CINCINNATI, O. — Peter K. 
Borden and Alfred G. Schwab, both 
of this city, have organized their 
own firm at 205 West Fourth St. to 
serve as manufacturers’ representa- 
tives for leather, fabrics and find- 
ings in Ohio, Indiana, Kentucky, 
Tennessee and Virginia. Mr. Borden, 
president, has been a manufac- 
turers’ representative in the shoe 
field for 11 years. Mr. Schwab, vice- 
president and treasurer, formerly 
was affiliated with the U. S. Shoe 
Corporation. 


Boot and Shoe Recorder 





Martinique Eyes Improved 
Styling for Newton Elkin Co. 


PHILADELPHIA — Officials of 
Martinique Shoe Company hope to 
improve the shoe styling and boost 
the faltering volume of Newton El- 
kin Shoe Company, another Philadel- 
phia manufacturer which _ they 
bought a month ago. 

Except for a new management, 
however, the Newton Elkin firm re- 
mains virtually intact after the 
transaction. The company will con- 
tinue as a separate firm, making wo- 
men’s fashion shoes in its own fac- 
tory. 

According to a Martinique spokes- 
man, the vice-president and control- 
ler of Newton Elkin, George W. 
Courter, will stay on. So will Miss 
Marian Woods, fashion and style co- 
ordinator. Whether Albert H. Bo- 
gutz, former president, will remain 
has not been determined. 

Martinique produces women’s 
shoes in the $22.95-$24.95 range. 
Newton Elkin’s sell from $24.95 up. 
Recently, however, production at 
Newton Elkin had been declining, 
the Martinique spokesman said. 


Purchase of the company was un- 
der discussion for “two or three 
months.” It was bought from the 
trustees of the Newton Elkin Es- 
tate, operator of the business, for a 
price “in excess of $650,000.” Com- 
menting on the transaction, Mar- 
tinique’s spokesman said, “Stylewise 
and fashionwise, we hope to build up 
Newton Elkin to the leading fashion 
manufacturer.” 

Officers of the new corporation 
are: George Litvack, president; Abe 
Birenbaum, treasurer, and Martin 
3irenbaum, secretary. At  Mar- 
tinique, Mr. Litvack is general sales 
manager, Abe Birenbaum is presi- 
dent and Martin Birenbaum is sec- 
retary. 

Total volume of the combined com- 
panies is estimated at almost $7 mil- 
lion. 


Gardiner Acquires Knipe 

GARDINER, ME.—AIll assets of 
Knipe Brothers, Inc., of Ward Hill, 
Mass., have been acquired by the 
Gardiner Shoe Company here, a com- 
pany spokesman announced. 

A new subsidiary company, known 
as Knipe Bros.-Ward Hill Shoes, Inc., 





YOU CAN DEPEND ON Yk erm fa FOOTWEAR 


BOWLING SHOES 


Retail from 


$4.95 


ROLLER SKATES 


Retail from 


$14.95 


MAJORETTE BOOT 


Retail from 


$8.95 


FOOTBALL 


Retail from 


$9.95 
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mocise 


Send for catalog showing our new THRIF-TEE line— 
low price, quality ice skates 


GOTHAM SHOE MFG. Co., Inc. Binghamton, N. Y. 


footwear. 


“ICE SKATES o repeat! 


Retail from 


$4.95 


“NS 


MIDGIES 


Retail from 


$4.95 





MILLER 


Founded by ALBERT §£. KLINKICHT 
CINCINNATI 


will continue manufacture of the 
Ward Hill line of men’s footwear in 
the Knipe plant. There will be no 
change in the Knipe sales organiza 
tion. 


Beckerman & Sons Leases 
Plant Space in Reading, Pa. 
NEW YORK M. 
Inc., which operates a 
factory in Boyertown, Pa., 
leased additional manufacturing 
space at 906 Windsor St., Reading, 
Pa. Max Beckerman, president, said 
the new plant will produce 7200 pairs 
daily of infants’, children’s, misses’ 


Beckerman & 
Sons, shoe 


has 


and teenagers’ Compo construction 
shoes. 

In Boyertown, 16 miles from Read 
ing, the company manufactures chil- 
dren’s, boys’ and men’s stitchdown 
shoes under the brand names Happy 
Children and Evertuff. The firm also 
makes a line of women’s high-grade 
shoes under the Restep brand name 
children’s 
the 


Goodyear 


and a line of 
welt 
brand. 

Mr. Beckerman 
ing will begin at Reading as soon as 


shoes under Restep 


manufactur 


said 


machinery is installed. 


Heres whot MILLER 
FOOT DEFENDER SHOES for 


Enunofoot Freedom 


<a as 
Peyiis Macelll Maltiiey 123 


Basic lasts—sensible, yet smartly styled shoes 
—day-by-day life in Comfortland. 

And offer you, the dealer: Solid, substantial 
No markdowns. 


Every customer 


HARMONY LAST 
3904—The TRIO Tie 
14.8 Wood Kantscuff Heel 


Black gabardine, patent 
leather applique 
Braid trim 
Six-eyelet tie 
Long inside counter 
SIZES IN STOCK 
AAAA 7 to 


SHOE CO., INC. 


23, OHIO 





Personnel 





GENE FRENZEL 
Administrative VP 


JOHN KMET 
To Superintendent 


Promoted... 


John Kmet, to plant superinten- 
dent of General Split Corporation, 
Milwaukee producer of glove leath- 
He was assistant super- 
for year. The 
recently appointed 


er splits. 
intendent about a 
same 
Harold W. Levy to take charge of a 
16 Hudson 


company 


New York sales office at 
st. 

Albert G. Matamoros, to general 
manager of a Office of Eco- 
nomic and Marketing Research es- 
tablished by Armstrong Cork Com- 
pany, Lancaster, Pa., which will co- 
ordinate the work previously car- 
ried on by several departments. Mr. 
Matamoros formerly was associate 


new 


economist. 

James H. Hartman, to president 
and general manager of Fashion- 
Bilt Shoe Company, Pontiac, III, 
succeeding Benjamin N. Light. Mr. 
Hartman has been associated with 
the company as vice-president for 
Eugene Kane will assist 
in production and Eugene D. Stern 
will serve as special volume execu- 


25 years. 
tive to service large accounts. 


Appointed... 


A. Harrison Billet, as director of 
marketing for Endicott Johnson 
Corporation, Endicott, N. Y., a new 
title in the company’s executive set- 
up. His principal headquarters will 
be in EJ’s New York City offices. 
Mr. Billet was an officer of Rival 
Shoe Stores, Inc., New York-Phila- 
delphia chain acquired by Endicott 
Johnson earlier in the year. 
Frenzel, as administrative 
of Tobin-Hamilton 


Gene 
vice-president 


a 


SOL WEGLEIN 
Acme Appointee 


MAXINE FIRESTONE 
1. Miller VP 


Company, Inc., St. Louis maker of 
juvenile footwear. Formerly he was 
buyer for Berland Shoe Company 
for 23 years. Mr. Frenzel remains 
regional chairman of The 210 Asso- 
ciates, Inc. 

Sol Weglein, as_ district 
manager for New England, the At- 
lantic Seaboard and the Southeast- 
ern states for Acme Boot Company, 
Inc., Clarksville, Tenn. He will be 
responsible for territories, 
the account representatives and 
customer relations in 17. states, 
with offices in New York City. For 
16 years Mr. Weglein was sales and 
promotion director of the Desco 
Shoe Corporation, New York. 

Maxine Firestone, as vice-presi- 
dent and design director of I. Miller 
Shoe Company, New York, replac- 
ing Billie Howard Frankel. Barbara 
Driscoll moves from the advertising 
division of I. Miller to head the 
designing of the Millerkin line. 

Van Sutton, as sales representa- 
tive for the Walker T. Dickerson 
Company, Columbus, O., maker of 
women’s comfort shoes, in Ohio, 
West Virginia, western New York 
and western Pennsylvania. He was 
formerly with W. B. Coon Company, 
Rochester, N. Y., and Trimfoot 
Company, Farmington, Mo. 

Don Oscarson, as factory liaison 
coordinator for the Chandler’s buy- 
ing division, Edison _ Brothers 
Stores, Inc., St. Louis. In the newly 
created post he will aid buyers and 
merchandisers of Chandler’s in ex- 
pediting factory production and de- 
livery. He will work Louis 
Liebson, vice-president, and Mau- 
rice Artstein, buyer. 

Byron D. Foye, as vice-president 
in charge of merchandise for Knapp 


sales 


sales, 


under 


PAUL B. SHRIBERG 
Represents Fulford 


DON OSCARSON 
Named by Edison 


Brothers Shoe Manufacturing Cor- 
poration, Brockton, Mass. Russell 
L. Jenkins succeeds him as manager 
of the Pacific division. W. Curtis 
Sprong, also a vice-president, be- 
comes administrative man- 
ager, with Wallace S. Ervin as chief 
assistant. Another vice-president, 
Gordon P. King, has been named 
field sales manager. Regional sales 
managers are: John G. Clayton, 
northeastern; Robert A. Grady, 
southern; Emil M. Bistow, north 
central, and Walter J. Theisson, 
West Coast. 

Paul B. Shriberg, as New England 
representative for the Fulford 
Manufacturing Company, Provi- 
dence, R. I., creators of metal spe- 
cialties. The appointment is part 
of a company reorganization to pro- 
vide direct ornament service to shoe 
manufacturers. 

Edward J. Aquadro, as_ plant 
manager for Interchemical Corpo- 
ration’s Cotan division, Newark, 
NN. 


sales 


Elected... 


Howart A. Swartwood, as a direc- 
tor of Endicott Johnson Corpora- 
tion, Endicott, N. Y. Prior to his 
retirement April 1, he was secretary 
and chief counsel of the company. 
Since then he has served in a con- 
sulting capacity. 


Resigned... 


Benjamin N. Light, as president 
and manager of the Fashion-Bilt 
Shoe Company, Pontiac, IIl., after 
34 years in the position. He has 
not yet announced plans for the 
future. 
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SIDELINE SALESMAN WTD. SALESMEN WANTED SALESMEN WANTED 














SIDELINE SALESMEN WANTED EXPERIENCED CHILDREN'S S lendid O ortunit 

Many Good Territories Open. Complete Line Pp Pp y 

of Hand Laced and Hand Beaded Mocca- SHOE SALESMAN 

sins a“ a to Men's. 5% Commission FOR SALESMEN 

ae ee ee see Leading Manufacturer of Juve- 
MINNETONKA MOCCASIN COMPANY 


406 Portland Avenue, Minneapolis, Minnesota 


Long Established Manufacturer of 
. Women's and Growing Girls’ Pop- 
men on West Coast in August ular Priced Shoes plans to expand 
for California territory. Good sales organization. Entire Line 
SIDELINE FOR ESTABLISHED SALESMAN ee ae ae only eee backed by efficient in-stock ser- 
HAND MADE MOCCASINS for Ladies, | | : vice. Replies kept in strict con- 
Children and Men. Takes little time sidered. fidence. 


or space; every store a potential cus- a 
" . a | eply to Box i OE RECORDER Reply to Box 261, BOOT & SHOE RECORDER 
SET) Sere Te Sates ae oe eee Chestnut & 56th Streets, Philadelphia 39, Pa Chestnut & 56th Streets, Philadelphia 39, Pa 


ence, Lines carried and territory. 
P. O. Box 543, Woodward, Oklahoma 


nile Shoes will interview sales- 
































SHOE SALESMAN WANTED FOR 


LEADING FACTORY with daily production SALESMEN—FULL TIME 


of 7,200 pair. Manufacturing Ladies’ Play 
FOR SALE shoes and Slippers to retail at $3.00 and $4.00 Attractive positions open for ambitious young men 
Cement lasted Shoes and California Process with top shoe bow manufacturer. Good salary 
Shoes. Expanding and have room for experi Travel expense. Must own car. Willing to be on 
a ne, aaah, Led se > enced man_ to travel widely and make top road for two to four weeks. Midwest and West 
isda i = — earnings Reply to Box 254, Boot AND SHOE Coast territories available. Write details regarding 
Nassau County, New York. Top children’s ee a see Semel, PAee experience, age, reference, etc. 
Line Long lease. Suitable for one or two phia 39, Penna Reply to Box 259, BOOT & SHOE RECORDER 
partners. Potential volume $80,000 to $100,000 Chestnut & 56th Streets, Philadelphia 39, Pa. 
Reasonable investment. Reply to Box 263, her : ° , as 
cack on Shen Wace Chamies & Sou WORLD'S CHAMPION WALKER, JACK 
Streets, Philadelphia 39, Penna. ELDREDGE, is changing distribution to Shoe 
’ Stores and has closed all his_ retail offices UNUSUAL CAREER OPPORTUNITY for 
me —, es, ee his ; Foot younger man to represent leading Manutac 
FOR SALE: FAMILY SHOE STORE in ck gs Wee oe et a nae turer of Men's Casual Footwear and Slippers 
Progressive Western Pennsylvania town; doing EI] DREDGE 3594 West 129th reiteas Clack, in Texas and six neighboring States. We are 
nice volume; excellent location. Inquire Box land 11. Olio. Or: Box. 2757 Weat Park now selling top accounts and require wr be a 
264, Boor anp SHOE ReEcorperR, Chestnut & Station. Cleveland’ 14. Olio, develop substantial gro potential upply 
56th Streets, Philadelphia 39, Penna i . 

















complete resume of business and educational 
background, present gross earnings, marital 
os SALESMEN WANTED ALI TERRI status, snapshot. All replies to a ld in strict 
> : > > , > T > SALEOMEL fa Mad). 4\ 11. . est confidence. This is a lfetimle opportunity 
_FOR SALE: FAMILY SHOE STORE; TORIES Outstanding Low Priced leather for the a man Reply to Box 365, Boot 
Clean, New Stock; Branded Lines: John Rob Shoes, Tennis and Oxfords. G. P. O. Box 435, Sok (RECORDER. Cheatut & s6th. Girdeta 
erts, Kingsway, Grace Walker, Red Goose, New York 1. N. Y Ae i age Pe . sala . 
Clinics, Keds, Kedettes. New Building; Mod a aes . Philadelphia 39, Penna 
erate rent; Air cooled. ELMER WATER 
N 


MAN, 123 South Pomena, Brea, California 
FOR SALE SALESMAN WANTED BY MANUFAC 
PURER Complete Line of Indian Moccasins 
permitted. Territories 








X-RAY MACHINE, ADRIAN AUTO von-eonflicting sidelines 
I ) 


fy Michigan, Indiana, Ohi 
Dantzic Shoes, 5216 ~=Reisterstown »xfords; 150 Men’s Co-op, Etonic oxfords } l is, Wisconsin rAOS LEATHER 
Road, Baltimore 15, Md. PERRY’S, 8 Winter Street, Boston, Mass ; os New Mexico 


> TIMER, excellent condition, $100.00, FOR SALE 400 Women’s Coon, Drew ) Pexas 


saidaaaraae alts ORDER BLANK 


ageing BOOT AND SHOE RECORDER 
. Chestnut & 56th Sts. 
Minimum (18 words) . .$3.60 Philadelphia 39. P 
Box number, extra... .$2.40 a ae nee 
Your name and address 
charged at word rate. 
Street number one word 


DISPLAYED 
$14 per inch 
Maximum, 46 words to the 
inch. All material must be in 
our office 20 days prior to Name (please print) 
publication date. ; 
Street City State 
NOTICE: 
Classified Advertising Enclosed is Check [] 
is payable in advance Please check if box No. is Wanted [_] Money Order [1] 
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Classified and Want Ads 





BUSINESS OPPORTUNITY | 


WANTED TO PURCHASE 


MERCHANTS’ NEEDS 





MOULDED SHOES AGENCY OF 
FERED OF MOULDED SHOES. All large 
citie and surrounding territory available, ex 
pt New York City; Philadelphia, Pa.; De 
Mich Baltimore, Md., Northern 
Florida Will teach molding technique For 
furth details Reply to Box 2¢ Boor AND 

Chestnut & 56th Streets, 
Penna. 


troit and 


RECORDER, 
delphia 39, 


STORE AVAILABLE AUGUST 1, 1958 
Presently occupied by successful juvenile shoe 
tailer. Ideal location on N. Green Bay Ave 
nue near Keefe, Milwaukee. Write or phone: 
ALBERT ¢ HELLER, 759 N. Milwaukee St., 
Milwa 2, Wis. BRoadway 6-632¢ 


ikee 





FOR LEASE 





WITH 


16,000 


LEASE MODERN STORE 
center of a college town of 
l ation Shoe store location fifty 
Owner retiring Available Septembe 

JAMES H,. GIFREDA, 22 Third 

Bere Ohi 


FOR 
trot 
years. 
Write: 

Ave nue, 


FAMILY SHOE STORE, 
Business in Philadelphia’s 
ection Excellent Opportunity 
+k, Boor anp SHOE REeEcoRDER, 
6th Streets, Philadelphia 39, Penna 


doing Excellent 
Fastest Growing 
Reply to Box 
Chestnut & 





HELP WANTED 





MAKING ROOM FOREMAN, 
OUGHLY EXPERIENCED in 
Ladi Cement Lasted, Closed 
Back Flats fer 

lvania. Must be able 
Reply to Box 5 Boot 


ut & 6th Streets, 


THOR 
Manufacturing 
Toe and ¢ 
new tactory in 
to break in new help 

AND SHOE RECORDER, | 
Philadelphia 39, | 


losed 


needed Penn 


Pent 





PARTNER WANTED 





PARTNER, 
opportunity 
tablished 12 
ve increased Excellent 
{ block with Palter de 
Andrew Geller; Delman; Saks’ Fifth 
1. Miller Elizabeth Arden Write to 
PIN FRIED, « Barris Shoes, 645 
R Mia Florida 


ACTIVE OR 
Ladies’ 


years 


WANTED: A 
NOI Perritic 
( le Shoes k 

0 ld } 


cation Sanic 
MAR: | 


Lincoln | 
1 Beach, 





FOR SUBLEASE 





FOR SUBLEASE 
SHOWROOM, with 
rable cation it 
York Call 


AIRCONDITIONED 
receptionist service De 
Marbridge Building, New 


LOUIS ROSENWASSER, Wis 


Richard M. Jones, shoe industry 
distribution consultant, has re- 
his office at 10 High St., 
Boston, after finishing a full-time 
assignment in the vulcanized 
leather footwear field. He has held 
executive posts with General Shoe 
Corporation, American Biltrite Rub- 
ber Company, Avon Sole Company, 
Charles A. Eaton Shoe 
and Regal Shoe Company. 


opened 


Company 


86 





M. STOFF and CO. 

CASH FOR SHOES 

Closeouts—Complete Stores 
Short Leases Assumed 


158 Duane St. New York City 
Tel. Beekman 3-0141-2 








CASH PAID FOR 
SHOE STORES 


CLOSE OUTS, JOB LOTS 
SHORT LEASES ASSUMED 


B. SABIN 


101 DUANE ST. NEW YORK 7, N. Y. 
Telephone WOrth 2-2515 


TOP DOLLAR! 


FOR YOUR ODDS AND ENDS, CLOSEOUTS 
OR COMPLETE STOCKS 


EDDY SHOE COMPANY 
ALWAYS RELIABLE 
132 No. 4th St. Phila. 6, Pa. 
Phone: WA 5-9533—WA 5-9927 




















SIDELINE SALESMAN WTD. 





SMART LEATHER BOWS, SHOE ORNA 
MENTS and FOOT SOX. Pocket size samples. 
Manufacturer offers highest commission. Reply 
to Box 5 Boor AND SHOE Recorper, Chest 
nut & Philadelphia Penna 


556 


56th Streets, 39, 





ADVERTISING 


—here's how to get 
More Business! 


HE Vincent Edwards Idea Clipping 
T Service has over 2000 satisfied users. 

Each order filled according to what 
you want; wholesalers usually request best 
retail ads; manufacturers usually want ads 
of competitive brands. 

You will find that a study of newspaper 
ad clippings is the quickest and least ex- 
pensive way to keep in touch with what’s 
going on. 

Use coupon below to learn more about 
this valuable service and the special short 
term trial offer. No obligation, of course. 


VINCENT EDWARDS & CO. 


World's Largest Advertising Service 
Organization 
342 Madison Ave., New York City 
Please tell me more about your news- 
paper ad clipping service and special short 
term trial offer. 











e About Shoe People 


Bennett Hacker, former buyer- 
manager of Stuart’s Basement Store 
in Fitchburg, Mass., has opened a 
family shoe store called the House 
of Shoes in the same community. 


Nathan Hack, of Detroit, devel- 
oper of the Ripple Sole, and Mrs. 
Hack arrived home two weeks ago 
after an extended pleasure-and-busi- 
ness trip in Europe and the Middle 
East. While abroad, Mr. Hack ar- 
ranged for the licensing, manufac- 
ture and marketing of his product 
in several countries. The couple’s 
grandson, Navy Ensign James Hack, 
spent a few days with them in Lon- 
don, where he is stationed. 


Ed Cunningham has become shoe 
department manager of Sheakley’s, 
in Emmetsburg, Ia. He previously 
was a shoe department manager for 
a retail clothing chain. 


Dr. J. George Robinson, on a 
year’s leave of absence as market- 
ing consultant of International 
Shoe Company, has left for Korea 
to take part in an educational pro- 


gram sponsored by the State De- 
partment. He will lecture on teach- 
ing methods. 


E. Ed Brewer, who for nine years 
was a buyer-manager for the Wohl 
Shoe Company, St. Louis, has be- 
come buyer of women’s and chil- 
for Lasalle’s, at To- 


dren’s shoes 


ledo, O. 


Gene Vancil, who three years ago 
became manager and a third part- 
ner in a new shoe store, Vancil’s, 
at Leadville, Colo., has sold out his 
interest and moved to Abilene, Tex. 
Vancil’s, the only shoe store in 
Leadville except for shoe depart- 
ments in two national chains, is 
being operated temporarily by the 
wives of the remaining owners, Dr. 
John M. Kehoe and R. W. Ferguson. 


Lou D’Angeleo, former manager 
of Berman-Corson Shoes in San 
Fernando, Calif., has opened his 
own salon-type shoe store in the 
same community. Jack Stewart, 
another former employee of Ber- 
man-Corson, is the manager. 
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Wanted to Purchase 








“Uncle Sam” 
will soon prove 
Sputnik Muttnik 


are old numbers 


CASH 
TOP. prices 


al SURPLUS SHOES 
CANCELLATIONS 
COMPLETE STORES 


Write or wire for fast ac- 
‘“ tion . . . quality men’s 
will buy your women’s and children’s shoes. 


old numbers Fine Footwear 0h OVER 43 YEARS 


LOUIS CAMITTA & SON MOSINGER -COHN 


91 READE ST., NEW YORK, N. Y. 
WO 2-5063 1INw Wishinatea. Bic te 3M 
formerly with S. CAMITTA & SONS 1235 Washington out Se 

















TOPPS PAYS THE TOPS 
WE ARE RETAILERS 
We buy Men's, Women's, Children's Shoes 
Complete Stores FOR OPERATION 


TOPPS SHOE STORE 
4116 Bergenline Avenue 
Union City, N. J. 
Phone or Wire Collect 


UNion 3-6413 








WE PAY MORE / oiisc WE ARE RETAILERS 


WE BUY MEN'S, WOMEN'S AND CHILDREN'S BRANDED SHOES 
FOR QUICK ACTION WRITE, PHONE OR WIRE COLLECT 


HEMPSTEAD SHOE CO., INC., 269 FULTON AVE., HEMPSTEAD, L. I., N. Y. 
Max L. Meltzer, Pres. Ivanhoe 1|-9830 














B. & R. PAYS THE LIMIT 


WE BUY CLOSE OUTS C 
COMPLETE SHOE STOCKS A 
LEASES ASSUMED S 
YOUR NAME PROTECTED 4 


B.&R. SHOE CORP. 74 Reade Street, New York 7,N. Y. WOrth 2-6358 


Fhone or wire 
collect 











Quick decision on your offers of discontinued and 
surplus men's, women's and children's shoes. 
THE NATION'S FINEST Also complete stores considered 
CANCELLATION SHOES Jobs in Fine Shoes From Fine Sources Since 1931 


79-81 Reade St. « New York 7, N.Y. © Tel: WOrth 2-5180 


August |, 1958 





Any quantity. . any time. Weil 
buys for cash... quality shoes, 
complete stores, closeouts or 
surplus from manufacturer or 
retailer. For quick actionwrite, 
wire or phone immediately. 


M. K. Weil Shoe Co. 
1215 Washington Avenue 
St. Louis 3, Mo. 
CE. 1-4898 CE. 1-3762 
Quality Shoes Since ’32 
“While in Town See Weil” 











" COMPLETE STORES ! 


‘WANTED: 


Confidential negotiations by 





rated . . . experienced retailers i 


. ARRONSON BROS. & BAYROFF : 


¥ 100 Chambers St., N.¥.C. RE 2-4170-4171 8 
nme He Hee ee 


WE BUY 


Your BRANDED 
and DISCONTINUED 


SURPLUS STOCK 


Write or Phone 
WaAlnut 5-2062 


CAMITTA SHOE CO. 
120 No. 4th St. Phila. 6, Pa. 

















e discontinued 
lines 
e complete stores 


BROITMAN- 
GAFFIN SHOES 


inc. © BE 3-7290 
146 DUANE $T., N. ¥.C. 











Everyone Who Knows Comes to BARIS 
SURPLUS SHOE STOCKS 
from best sources always on hand 
at action prices 


a A be | S THE NATION'S FINEST 


CANCELLATION SHOES 
79-81 READE ST., N.Y.7 + WO 2.5180 





€or Over 43 Years 


laltelelellelal ta Mm dels 


CANCELLATION 
STORES 


Quolity Brands Lowest Prices 


Largest Stocks All Price Ranges 


Fine Fesiwenr 
MOSINGER-COHN 











BOX HANDLERS 


R LONG ARM* 
Quicker 


Safer 





QUICKER, EASIER, SAFER 


Easier 


than any other way to 

get shoes from the high 

shelves. And you return 

the empties upside down 

—no falls from ladders 

or stools—no energy wasted—Long arms with 24" 
30°", 36", 48°", 60" handles $3.50, with 72" handles 
$4.50 postage prepaid in U.S. A Specify handle 
lengths desired and if for Men's or Women's 
boxes—your Jobber or 


CARL BEEMAN 
Cedar Heights Rd. Stamford, Conn. 


Executive Turns Teacher 


Lt. Cmdr. John E. Laurie, right, who 
heads the “SuperSole" division of Vir- 
ginia Oak Tannery, of New York and 
Luray, Va., gets an award after teaching 
40-week course on industrial relations. 
Cmdr. h. D. Mims made the presenta- 
tion on behalf of class of 22 officers of 
the Front Royal, Va., Extension of the 
Naval Reserve. 





Military Contract Awards 


PHILADELPHIA—The Military 
Clothing and Textile Supply Agency 
has announced awarding of the fol- 
lowing contracts: 

QM 36-243-58-NEG-173, 
brown, mahogany dress shoes 
Shoe Company, Brockton, Mass., 22,556 
pr. @ $5.14-$5.18, $116,337.84. Award 
was made by competitive negotiation 
after proposals were requested from 16 
firms. Proposals were received until 
June 30. 

QM 36-243-58-NEG-172, men’s black 
leather oxford dress shoes with plain 
toe—Sportwelt Shoe Company, Nashua, 
N. H., 9816 pr. @ $4.99, $48,981.84. 
Award was made by competitive nego- 
tiation after proposals were requested 
from 38 firms. Proposals were received 
until July 9. 

QM 36-243-58-NEG-171, men’s black 
leather oxford dress shoes with plain 
toe — Sportwelt Shoe Company, Inc., 
Nashua, N. H., 5364 pr. @ $4.99, $26,- 
766.36. Award was made by competitive 
negotiation after proposals were re- 
quested from 38 firms. Proposals were 
received until July 9. 

QM 36-243-58-924, Labor Surplus 
Area Set-Aside portion, men’s dress 
shoe lasts, U. § S. - MIL I—Jones & Vin- 


men’s dark 
Doy le 





eST SH 





@ Fast IN-STOCK service 
on sizes 1-7, A, B, C, 
D & E widths 
Genuine GOODYEAR 
WELT construction— 
to retail $5.95-$6.95, 
most styles 


All shoes manufac- 
tured in our own 
modern plant 


WRITE FOR 
FREE CATALOG 


THE WILLIAM BROOKS SHOE CO. 


NELSONVILLE, OHIO 


Where 
to Buy 





DISPLAY MATERIAL 








DISPLAY 
PRICE TICKETS 


For the coming Season 
Write for Samples 
THE BEREND S. STAUFFER CO. 


e 1856 
6148 Venice Bivd” eo Angeles 34, Calif. 











Brockton, Mass., 20,000 pr. @ 
$4.48165, $89,633; F. W. Stuart Com- 
pany, Andover, Mass., 18,112 pr. @ 
$4.47984, $81,138.86. Bids opened 
June 27. 

QM _ 36-2438-58-NEG-174, black ox- 
ford dress shoes—Doyle Shoe Company, 
eo Mass., 40,000 pr. @ $5.19- 

24, $208,600; Newport Shoe Manu- 
Snateatiinie Company, Newport, N.. 2 
32,048 pr. @ $5.25, $168,252. Proposals 
were received until July 7. Awards 
were made by competitive negotiation 
after proposals were requested from 16 
firms. 


ing, Inc., 


16 at Servus Rubber Company 
Honored for Long Service 

ROCK ISLAND, ILL. Sixteen 
employees of The Servus Rubber 
Company, footwear manufacturer, 
whose years of service total over 
500, were honored at a dinner here 
recently. Each has completed over 
35 years with Servus. 

Officers of the company presented 
them with wrist watches, and 
L. M. Rishell, vice-president, deliv- 
ered a tribute. Many of the 16 
started with Servus when it was 
formed 37 years ago. It now em- 
ploys 1200. 
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AMTREADS 


1 VMWelle o's exe bas scoe 
jeweled 


tote hox 





WELLCO SHOE CORP., WAYNESVILLE, N. C. 
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Index to Advertisers 


This Advertisers’ Index is published as a convenience and not as part of the advertising 


contract. Every care will be taken to index correctly. No allowance will 


be made for 


errors or failure to insert. 


A 


Advance Theatrical Shoe Com- 


Alden, C. H., Shoe Company.. 69 
Altschul, Julius, Company.... 80 
Arronson Bros. & Bayroff ... 87 
Avon Sole Company 


B 


B. & R. Shoe Company 
Baris Shoe Co., Inc.....79, 87, 88 
Barrett & Company 

Bass, G. H., Company 
Beckwith Arden Inc 

Beebe Rubber Company 
Berned Shoe Company 
Brezner Div. Allied Kid Co... 
Broitman-Gaffin Shoes, Inc.... 
Brooks, Wm., Shoe Company.. 
Bron Shoe Company 


Cc 

Cambridge Rubber Company. . 
Camitta, Louis, & Sons...... 
Camitta Shoe Company 
Cats Paw Rubber Company 

2nd Cover 
Colonial Tanning Company 

3rd Cover 
Curtis Stephens Embry Shoe 


Dickerson, W. T., & Company 34 
Dow Corning Corp 8 


Eby Shoe Corp 

Eddy Shoe Company 

Edwards, Vincent 

Ed White Junior Shoe Co... .5 
Endicott Johnson Corp 


G 
Gerberich-Payne Shoe Co. 
Back Cover 
General Split Corp 
Goodyear Tire & Rubber Co... 
Gotham Shoe Company 


H 


Hamel Leather Co. .......... 
Haus of Krause 

Hempstead Shoe Company.... 
Hubschman, E., Company.... 


K 
Kreider, A. S., & Son Co..... 





L 


Lawrence, A. C., Leather Com- 
pany 

Levor, G., & Co., Inc 

Long Arm 

Lucky Sales Company 


M 
Miller Shoe Company 
Minor, P. W., Shoe Company 
Mosinger-Cohn Shoe Com- 
pany 
Mrs. Day’s Ideal Baby Shoe 
Company 


National Shoe Fair 


P 
Pacific Mills Domestic Corp... 
Pierce, C. S., Company 
Pittsburgh Plate Glass Co..... 
Potvin, R. J., Shoe Company. . 


R 
Ripple Sole Corp 


iS) 

YEU PMID SES eh ei ortiaiaieliansrellelievavelee dies s 
Scott Foot Appliance Co 

Sebago Moc Company 21 
Sheraton-McAlpin Hotel 

So Lo Marx Rubber Company 1 
Spiegel-Stanley Shoe Co...... 78 
Stauffer, Berend Co., The.... 8&8 
C25) igo) [sen a ee EP OC RP 86 


T 
TR ALOTEMGS ie: selsel soars 0s 35s 
Tan-Art Co., Inc 

Taylor, E. E., Corp : 
Tingley Rubber Corp.. Front Cover 
Topp Shoe Store 

Totes, Inc. 


Union Underwear Co 

United Shoe Machinery Corp. 
Duralene 
Service Parts 

United States Rubber Co. 
Lastex Division 


V 
Vaisey Bristol Shoe Co., Ine. 


W 
Weil, M. K., Shoe Company. 
Wellco Shoe Corp 

Wolverine Shoe & Tanning... 
Winslow & Smith 
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In ALY. C. 
We're Yéur 








STAY AT THE 


QHERATON- 


MSAcpin 


MAGIC LOCATION! We're right 
in the middle of the shoe market, 
close to wholesale sources, New 
York’s fashion center. Steps from 
Empire State Building, subway, bus 
and air terminals, Lincoln Tunnel. 


Theatres,night clubseasily accessible! 


COMPLETELY MODERNIZED, 
remodeled, redecorated. All rooms 
have new RCA 21” TY, full-range 
radio; many air-conditioned. Minute 
Chef and Town Room for a snack or 
hearty meal. Cafe Lounge for smart 
entertainment. Unique new Gate of 
Cleve features authentic Holland 
dishes, German food . . . every 
imported Netherlands and German 


beer. 


N. Y. HEADQUARTERS 
FOR THE SHOE INDUSTRY 


QHERATON- 


M°Atpin 


HOTEL 
Tithe Heart of the Donn Aine, 


BROADWAY AT 34TH STREET 
Kurt A. Smith, General Manager 





Have you Seen the 


HIGH PRESSURE 
VULCANIZING MACHINE? 


From children’s to men’s heavy work shoes. 
Sole thickness from 10 iron up. 


Clean distinct feather lines. Application of 
initial low pressure minimizes spew. 


Quick loading and unloading. Easy removal 
of shoe from foot form. 


Heat and pressure accurately controlled and 
readily checked. 


Expert technical advice on rubber and 
cements available. 


Commercial equipment in widespread use 
abroad is now available for planned delivery 


in U.S. A. 


If interested in vulcanizing 
contact your local United office. 


e SHOE MACHINERY 
CORPORATION 
Boston, Massachusetts 
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spring 1959 colors 


940 TWILIGHT PINK 
852 WALTZ BLUE 
155 GRAPEFRUIT 
762 DRAGON RED 
149 SALAD GREEN 
749 OPERA PEARL 
881 CORAL 
154 DUTCH BLUE 
153 POMPADOUR 
884 ORIENTAL TURQUOISE 
662 HOT ORANGE 
793 AMBER BRONZE 
577 SPRING BROWN 
632 SUN COPPER 
446 RHAPSODY BLUE 
" 611 SOLAR BLUE 
2 y 886 BRIGHT GUNMETAL 
11 GUNMETAL 
612 BOLERO RED 
146 BLACK RASPBERRY 
638 TOPAZ 
608 WHITE 
BLACK 


Boy 
: ‘¥ 
: 


i 
s * 


fashion prediction: 
spring shoes will blaze with 


Cctenial 


has been America’s leader 
in colored patent leather for 
over 30 years 


color swatches 


sent on request Colonial Tanning Co., Inc., Boston 11, Massachusetts &) 





The Boys’ Shoe Business Is Booming 
and These 3 Lines 


Getting T] 

Are Getting The Call | earl 
A merica’s amazing rise in population is concen- 

trated in the 5-17 year age group which wears 

Youths’ and Boys’ shoes. E xperts say this concen- 


tration will be even greater in the next 5 years. 
Gerberich dealers are capitalizing on this spectac- 
ular growth because they have the strongest Style 
program and the broadest size schedule in Boys’ 
shoe field. 

The demand for better shoes and Gerberich’s 
national reputation for Quality round out their 
successful formula. 














.In Stock To Gerberich Dealers 


GERBERICH-PAYNE SHOE COMPANY?) icc) Vane Jn 
MOUNT JOY PENNSYLVANIA 


New York, Marbridge Bldg., Room 417 ® Los Angeles, Alexandria Hotel, Room 805 ®* 
Philadelphia, 12 S. 12th St., Room 914 ® In Canada, J. Leckie & Co., Ltd. L. H. Packard and Canada West 





